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‘This Is the Edsel’... 


Low Key Adjective-free 


Ads Herald 


3-Pronged Drive to | 


Spark Introduction 
of Line Sept. 4 


DEARBORN, Aug. 28—He was a 
dealer from Des Moines. Next to 
him was a dealer from Rockford, 
Ill. They were listening to R. F. G. 
Copeland, assistant general sales 
manager in charge of advertising, 
give details of the introductory 
campaign for the Edsel. 

“I like this advertising,” he told 
his neighbor. “It has dignity in- 
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stead of all that damn hogwash 
you find in most auto advertising.” 
His neighbor shook his head in 
silent but hearty agreement. 

The dealer from Des Moines 
couldn’t have been more right. For 
the Edsel introductory advertising | 
campaign, for better or for worse, 
is one of the quietest, least brassy, 


fosen's PRICE RANGE COVERS THE 
ENTIRE MEDIUM PRICE MARKET 


WHERE IT FITS—This bar chart pre- 
pared by the Edsel Division shows 


the new car’s price range in rela- 
tion to the range of nine other cars. 


most restrained automobile adver- 
tising campaigns ever to appear. It 
is based, plainly and simply, on 
the assumption that the Edsel line 
is news, and that adjectives and 


FTC Complaint on 
Enden Ad Not Fair, 


Helene Curtis Says | 


WASHINGTON, Aug. 28—Helene 
Curtis Industries, Chicago, denied | 
today that tv commercials for En- 
den shampoo claim the product 
will end dandruff. 

In a reply to a complaint issued 
by the Federal Trade Commission 
last month, the company said quo-| 
tations from Enden tv commercials 
which were used as the basis for 


the Edsel 


hoopla are not necessary. 


® As Bob Copeland put it to the 


| dealers: 


“We are not going to try 
to make our advertising and 
promotion <xciting as such. 

“We are trying to present 
an exciting automobile. 

“We hope no one will talk 
about our advertising—but 
that everyone will talk about 
the Edsel car that is being 
advertised. 

“This is a vast and vital 
difference—as_ different—as 
distinctive—as the Edsel car 
itself.” 


“Our biggest concern,” Mr. 
Copeland told dealers in outlining 
the advertising and promotion 
campaign, “is to be sure that we 
are not guilty of hullabaloo and 
the unbelievable use of superla- 
tives that can only lead to more 
public confusion and skepticism. 

“In developing your program— 
which will be the most compre- 


| hensive ever placed behind an all- 
|new automobile—we are thinking 


only of common sense, honest ap- 


|proaches that will help you sell 


more Edsel cars.” 

And he added: 

“We have a big edge, to begin 
with, on our competition, because 
we are the one and only all-new 
car in the industry. 

“This is a golden—once-in-a- 
lifetime opportunity—for us to 


make full selling power out of that | 


fact alone.” 


|@ And so the Edsel “introductory” 
advertising (which will probably 
(Continued on Page 33) 


Edsel Is Born into 
Increasingly Perilous 
Car Marketing World 


Detroit, Aug. 30—The Edsel 

throws its hood into the U. S. 
sales ring at a time when auto 
manufacturers and dealers are a 
|bit apprehensive about the mar- 
ket. Not worried, really (with sales 
likely to equal last year’s), but a 
little hedgy, in view of the failure 
|of sales to keep up with produc- 
| tion. 
Hand in hand with the restive 
;market has gone the restless ad- 
vertising function. Ford boosted 
its advertising and improved its 
relative position vis-a-vis General 
Motors. Chrysler did the same in 
an even more spectacular way, 
though it had a longer road to 
travel to start with. 

There were even mutterings 
that GM was dropping back in- 
tentionally—in design, in promo- 


the FTC complaint “did not fairly 
represent the effect of the sequence | 
on the viewer.” : 

Helene Curtis said the ads, when | 
interpreted as a whole, claim only.| 
that Enden will stop unsightly | 
flakes and itching and will inhibit 
the growth of bacteria commonly 
found where dandruff exists. + | 


tion, maybe in both—maybe to 
avoid getting any bigger and at- 


tracting any more attention from | 


the Department of Justice. This 
talk was, of course, unsubstanti- 
ated and probably unsubstanti- 
able, but it existed. 
The final three months of the 
(Continued on Page 8) 


THE NATIONAL NEWSPAPER OF MARKETING 


$73,000,000 Agency... 


4 


The (AmpBely 
Invite You 76 the iz 
Birthday 


Magl y: 


R&R Gets Operating 
Spots; Erwin, Wasey 
Carries Financial Clout 


| 
| 


Look for Happy Hirthday Puss ut your NEw York, Aug. 30—The best- 
grocer’ on there quality prodects from publicized “secret” merger in ad- 
Campbells famous kitchens = vertising agency history became 

er official today after a meeting of 


| |Ruthrauff & Ryan _ stockholders. 
Effective Oct. 1, there will be a 
WHEEEEE—The Campbell Kids birth-| new four-name, $73,000,000-in- 
|day promotion in October (AA,| billings agency—Erwin, Wasey, 
Aug. 19) will include this color| Ruthrauff & Ryan. 

page in Life, Oct. 21. Leo Burnett; The summary of the merger in- 


Co., Chicago, is the agency. 
Sullivan, Stauffer 


Picks Up $2,000,000 
$100,000 Serwer Sanjaie Recens 
Suit Hits Gore New York, Aug. 29—Sullivan, 
for Account Fee 


Stauffer, Colwell & Bayles was 
tapped this week to handle the $2,- 
/000,000-plus Doffy-Mott account, 

Calls Proffered Amount 
for Securing British Car 
Account ‘Unsatisfactory’ 


following its shift out of Young & 
|Rubicam. The change is effective 
| Sept. 15. 
| The move grew out of Y&R’s 
| being named last week to handle 
the baby food products of Beech- 
Nut Life Savers, previously with 
} Kenyon & Eckhardt. This was in 
New York, Aug. 2%-—James Ser-| conflict with Duffy-Mott’s Clapp’s 
wer, formerly vp of Gore-Serwer baby food. Y&R is now handling 
jInc., has started an action for| the entire Beech-Nut account, bill- 
|}breach of contract and $100,000) ing about $3,500,000. 
SSC&B will handle all Duffy- 
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“* Merger Creates Ith 
- Biggest Agency-EWRR 


dicates that Erwin, Wasey’s man- 
agement controls the combined 
jagency, and R&R’s old manage- 
| ment has the titles. 
| Here’s the rundown on EWRR’s 
brass: 

Chairman of the board—Robert 


| ‘We're Next,’ Wiswell Says 


| Boston, Aug. 29—George Wis- 
|well Jr. told AA today that he 
,expected the discussed merger of 
Chambers & Wiswell with the 
new agency of Erwin, Wasey, 
Ruthrauff & Ryan would proceed 
promptly. Negotiations with R&R 
,and the Boston agency (current- 
ly billing about $3,200,000) have 
been in progress all summer. 

Mr. Wiswell said the contem- 
|plated merger was at “the formal 
|paper stage. It’s like waiting in 
line to buy a theater ticket,” he 
continued, “our turn is next.” 


M. Watson (ex-R&R). 
President—David Williams (ex- 
E,W). 
Chairman, finance committee— 
Howard D. Williams (ex-E, W). 
Chairman, executive committee 
—Roswell W. Metzger (ex-R&R). 
Senior vp—F. Kenneth Beirn 
(ex-R&R). 
| There will be five exec vps: 
| James 8. Briggs and Jere Patter- 
son, in New York; Haakon Groseth 
j}and Larry Northrup, in Chicago, 
|}and Emmett C. McGaughey, in Los 


damages against the agency and its 
president, Chester Gore. Papers Mott products, including Mott’s ap- | Angeles. Messrs. Briggs and Gro- 
were served on Mr. Gore last week | ple sauce, Sunsweet prune juice|seth are ex-R&R men; Mr. Briggs 
demanding an accounting. 'and cooked prunes and the baby|came into the agency with the 
Mr. Serwer alleges that he was| food line. Y&R has handled Duffy-| merger of Geare-Marston, Phila- 
responsible for the agency’s se€-| Mott since 1945. The company|delphia, and Mr. Groseth is a vet- 
jcuring the Standard-Triumph |pought the Clapp’s line from Amer- eran of the Chicago office. Messrs. 
|Motor Co. account. The British|jcan Home Foods back in 1953.| Patterson, Northrup and Mc- 
Y&R had been the agency for|Gaughey are Erwin, Wasey men. 


company makes the Triumph Auto. 
He asserts (1) that he is entitled) Clapp’s prior to its sale and con-|Mr. Patterson joined the agency 
| tinued as its agency. while 


to a share of the account, (2) that 


a settlement was offered by the 


agency but was unsatisfactory, and| @ Page McGirr, vp in charge of 


recently from Time Inc., 
Messrs. Northrup and McGaughey 
had headed the Chicago and Los 


(3) that there have been other 
breaches of contract, for which he 
demands an accounting and dam- determine what if any changes 


ages. ' |there would be in the company’s 
Mr. Gore declined to comment on | advertising following the agency 


(Continued on Page 8) (Continued on Page 69) Daytime TV 
Last Minute News Flashes Attracts More 


| 
Gore-Serwer to Merge with Martin Smith Agency New Sponsors 
New York, Aug. 30—The Gore-Serwer and Martin L. Smith & Co. | 

agencies will announce a merger next week, probably under the title | 
of Gore, Smith & Greenland. Gore-Serwer and its president, Chester 
Gore, are defendants in a breach of contract suit filed by James Ser- 
wer (see story above). Bovley Co., a New York agency which had an 
interest in Martin L. Smith & Co. since last spring, recently exercised| At NBC, four new advertisers 
a contractual right and withdrew from the Smith agency. |placed daytime schedules: 


| Drackett Co. bought an alter- 
Autopoint Moves from Weiss to Olian & Bronner nate shade cients oB:*tte 
Cuicaco, Aug. 30—Autopoint Co., a division of Cory Corp., has | Tac Dough,” a weekly quarter- 
moved its advertising account from Edward H. Weiss & Co. to Olian & |hour of “The Price Is Right,” an 
Bronner, which will handle both trade and consumer advertising. | alternate week quarter-hour of 
Weiss has been handling the entire account since March of this year; | «yt Could Be You,” and two alter- 
prior to that, Autopoint placed trade advertising through Roche, Wil-|nate week quarter-hours of 
liams & Cleary. The account is expected to bill close to $1,000,000. 


“Bride and Groom” starting in 

Spot Radio, TV Scheduled in Cinzano Drive te yy Mh al rnc 

New York, Aug. 30—Cinzano vermouth launches a heavy spot radio| park & Tilford fer its Toiletries 

campaign this week, running through December in 14 major markets. |and Tintex divisions will sponsor 

The company also will use spot television in Buffalo. The agency is | 4 quarter-hour segment of “Queen 

Burke Dowling Adams Inc. | for a Day,” for 52 weeks starting 
(Additional News Flashes on Page 73) (Continued on Page 69) 


|sales and advertising for Duffy- 
Mott, said that it was too early to 


Angeles offices, respectively, for a 
(Continued on Page 72) 


New York, Aug. 29—Height- 
}ened sponsor interest in daytime 
television can be seen in recent 
sales at the major networks. 
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Wilshire Oil, Refiner 35 Years, 


Enters Retailing End in California 


1,000 Stations Is Goal; 
Company Confines Ads 
to Newspapers, Outdoor 


Los ANGELES, Aug. 27—This 
week Wilshire Oil Co. will herald 
its entry into the retail gasoline 
field with the launching of a 
three-month introductory cam- 


{paign calling for a $300,000 ad 


jdependent refiner in the West. 


lset Oil. This company operated | 
|Golden Eagle stations in Southern | 


the 


| 


larea. It is anticipated a Northern 


budget. 


| The company, established in| 
| 1922, is said to be the largest in- | 


Since the first of the year Wil- 
shire has been buying and leasing 


stations all over the state, shoot- 
|ing for 1,000 outlets. 

To date, some 400 stations have 
been acquired, including those 


added with the purchase of Sun-| 


California and Craig outlets in 
Northern California. The name of | 

latter stations has not yet | 
been changed, so the current 
campaign will be confined largely 
to the Los Angeles metropolitan 


California push will be made 
when sufficient stations are ac- 
quired in that area. 


It’s easy --it's fun—try it now! 


ew eee 


® Ads will be concentrated in 
outdoor and newspapers. First 
outdoor postings will go up this 


ee ee ee 


| We'll pay you 35°to play 


Del Monte Pick-a,-Pineapple t 


cate Se genet = Sn as an wee (tn Name No 


EVERYBODY WINS— 
California Pack- 
ing Corp., San 
Francisco, is run- 
ning r.o.p. color 
ads like this in 
16 cities “as part 
of an over-all de- 
velopment job on 
pineapple.” A 
line through— 
and a label from 
—any three prod- 
ucts will bring 
the player 35¢. 


week. Plans call for 1,000 boards 


| 


NOW COSTS LESS! 


' 


“E SuPer ETHYL 


PEDAL PUSHER—Wilshire Oil Co. will 

introduce its gasoline chain in Los 

Angeles with this seven-column ad 

in all metropolitan dailies and 
some weeklies. 


Build Frame Schools 
for Economy, Urge 
Lumber Group’s Ads 


PorTLAND, OreE., Aug. 27—West 
Coast lumbermen have launched 
a test promotion in Oregon and 
Washington to increase the use of 
. wood in school construction. 


new [! 


Under the headline, “How to| ord keeping 
make your tax dollar go farther, 


a 1,000-line ad pictures a modern 
school of wood and states: “Fi- 
nancing school buildings is a prob- 
lem everywhere. More and more 
communities are finding it possible 
to build safe, efficient, handsome 
schools of wood—at a substantial 
saving. Discover how you can 
stretch the budget in your district 
by having your schools designed 
for wood construction . .. Wood is 
flexible, versatile, durable, eco- 
nomical and safe.” 

The newspaper ads appeared in 
the Portland Journal of Commerce, 
Oregon Journal and Oregonian, the 
Seattle Journal of Commerce, Post- 
Intelligencer, and Times, and the 
Tacoma News Tribune. They sup- 
plemented a mailing of two book- 
lets on wood school construction 
to 4,000 school board members and 
500 architects in Oregon and Wash- 
ington. The mailing is to be fol- 
lowed by meetings with architects 
and school board officials. 

Two booklets, 


Schools” and “Modern Wood 


School,” were offered in the news- | 
paper ads of the West Coast Lum-| 


bermen’s Assn. 


|ads will run on a weekly basis. 


“Today’s Better | 


in use by early September. 

Opening newspaper ads will be) 
seven-column units running in 
all metropolitan dailies and some | 


| Os , Wis., Aug. 27—1,000,- 
weeklies, starting Aug. 30. The| ooo «marie dollars” will } 


0 “magic dollars” will help pro- 
mote Oshkosh B’Gosh Inc.’s work 


Based on research 
that the public interprets gasoline 
quality m verme of octane rating, | Oshkosh B’Gosh says the drive is 
ads will highlight: “Power now \the piggest it has ever run. 
costs less.” Since gasoline prices | Theme of the campaign is: 
vary from area to area, ads will “Your big, old-fashioned ‘buy 
not include price, but Wilshire | ore’ dollar is back when you buy 
(Continued on Page 71) Oshkosh B’Gosh .. .” The promo- 
" |tional “magic dollars” are four 
Remington Rand Ads times the size of Uncle Sam’s cur- 
“ rency. Each carefully states: “Not 
Mark 50th Birthday legal tender, but proof how tough 
om ‘it is to find a better value than 
of Its Filing Systems Oshkosh B’Gosh.” 
F The dollars also are touted as 
tom Inand will hich-ott the poiden |naney SWTaney Ser Kids te trading 
} Palipa a ‘ for “. . . the valueless valuables 
ae ellen ahs tele lug st Z their po 
° J The “dollars” also can be use 
print media campaign next month | by dealin in window trim, coun- 
for its new poner — rec-|ter displays and package stuffers, 
system mocel. |Oshkosh B’Gosh points out. 
The campaign includes a, four- | artis - 
color schedule in Business Week, | ; P ’ 
Newsweek, Time, and U. S. News| # Ads will — = Look's Sept. 
& World Report with b&w ads 17 and Oct. 15 issues; Farm Jour- 
scheduled for Dun’s Review |nal Sept. 17; Progressive Farmer 
Forbes. Modern Office Procedures | Oct: 15 and Sunday roto sections of 
Nation’s Business and the wall | e? metropolitan newspapers on 
Street Journal. Other business 
publications also will be used. ~ Oshkosh B’Gosh puts a i 


“MAGIC DOLLAR 


/-—_-_ “4 in your pocket! » 7 


~ 


|@ Arch Nadler, account manager, 
| systems-photo records division, 
|said the new line is _ being 
j}launched in the field branch and 
| district offices with special meet- 
jings early in September, geared 
|to the extensive advertising and 
sales promotion campaign. Three 
|booklets have been prepared to} 
|merchandise the campaign. 

A heavy direct mail drive will 
also be used. A pamphlet, “The 
Golden Year,”.will be sent out 
to some 25,000 administrators and 
operating personnel, while some 
60,000 company executives will 
receive a mailing piece. } 

Windows of branch and district 
offices will feature the Kardex 

(Continued on Page 55) 


more” dollar is back when you buy Oshkosh B’Gosh Matche 
for sy workwear so ofte 


« for Oshkosh B’Gosh 


Suits! Believe us, you don't have to b 


whee you spend THE MAG! 
MATCHED st TTS ina 
ner Fates Shin tar drew caller « 
neh! oe 
pert 
ae Th 


| 
| BIGGER BUCK—Oshkosh B’Gosh’s fall 


indicating | and leisure clothes for men, in a | 
campaign starting in September. 


Recreation Magazine to Bow 

s If the promotion generates good | Recreation Management, a 
interest, it will be offered as a|monthly business publication di- 
package to retail lumber dealers|rected at the industrial recreation 
in other parts of the country for | field, will bow Jan. 1, 1958. It will 
use in their own communities, Rob- | be published by The National In- 
ert E. Mahaffay, advertising and/|dustria] Recreation Assn., 203 N. 
promotion manager of the associa- | Wabash Ave., Chicago, a 17-year- 
tien, indicated. Cole & Weber is|old association of employe recre- 
the agency. lation directors of American and 

A series of four ads also is being|Canadian industry. According to 
run in American School Board|the association, about 5,000 U. S. 
Journal, Catholic Building & Main-\|and Canadian corporations have 
tenance, Nation’s Schools and/full-scale year-round recreation 
School Executive. + ' programs. 


“magic dollar” campaign includes 
| this quarter-page ad in Look, Sept. 
17. 

_Schenley Tests MacNaughton 

Schenley Import Co., New York, 
lis introducing a new brand of 
Canadian whisky, MacNaughton 
Royal Club. The whisky is being 
\tested in selected markets in the 
East and Midwest and probably 
will go national before the holi- 
| days. Kleppner Co. will handle the 
| advertising. 


Stage Money Provides Over-all Motif in 
Oshkosh B’Gosh’s Autumn Overall Drive 


Sept. 8 and Oct. 6. The ads will 
feature matched suits and bib over- 
alls. 

The manufacturer is also sup- 
plying “magic dollar” ad mats to 
its dealers as part of its coopera- 
tive program. 

Ruthrauff & Ryan, Chicago, is 
the agency. + 


Furniture Makers’ 


Advertising Age, September 2, 19: 


Bedell Criticizes 
Customer ‘Bribes 
by Savings, Loans 


| S&L Groups’s President 
| Divers Tells of 25% 
_ Ad Hike—to $1,250,000 


| Cuicaco, Aug. 28—Savings and 
|loan associations should avoid 
offering premiums to _ persons 
|opening new accounts, Clyde Be- 
|dell, advertising consultant and 
jcolumnist for ADVERTISING AGE, 
warned today. 

| “In some cities, savings and loan 
|}companies are competing to see 
who can give the most expensive 
| gifts to bribe new customers,” Mr. 
| Bedell said in a talk at an adver- 
|tising and public relations clinic 
| sponsored by the U. S. Savings & 
= League. 

Mr. Bedell, who devoted much of 
|his talk to criticizing various ads 
run by savings and loan companies, 
|told his audience that better ad- 
| vertising is needed in the savings 
jand loan field. “You gentlemen 
have an exciting story to tell, and 
you can do a real selling job 
|through advertising,” he said. 


|@ He advised the executives to say 
jin ads only things that will ad- 
/vance the selling story of savings 
and loan companies. Ads should be 
honest, warm, direct, simple, 
friendly and complete, he said, and 
| (Continued on Page 74) 


Marketing Is 25 


Years Behind Times, Ancell Declares 


| Baumritter President 
Hits Industry Practices as 
_ Non-Consumer-Oriented 


| Curcaco, Aug. 27—Furniture 
makers are about 25 years behind 
competitive industries in achieving 
a professional approach to selling, 
Nathan S. Ancell, president of 
Baumritter Corp., New York furni- 
lture manufacturer, charged yester- 
| day. 

“The average manufacturer has 
a general idea that we should have 
ja reasonable piece of geography 
|‘covered’ by a group of men who 
jare generally hastily selected, 
poorly trained and indoctrinated, 
|slightly supervised and _ turned 
|loose with some photos to individ- 
ually spell out our destiny,” Mr. 
Ancell said in a talk at the 29th 
|annual convention of the National 
Assn. of Furniture Manufacturers 


Alcoa Wrap Sample 
Promotion No. 4 Set 
for Philadelphia 


PitrtssurcH, Aug. 27—Aluminum 
Co. of America has chosen Phila- 
j}delphia as the fourth city to re- 
| ceive the free sample promotion of 


|its Aleoa Wrap (AA, July 8). The| 


| Philadelphia 
a she 


Inquirer will insert 
et of aluminum foil with a 


sample in its Sept. 5 issue. 
Based on preliminary returns 

from the three preceding local pro- 

motions, Alcoa has expanded its 


at least 20 additional markets, AA 
|was told today. 

The Chicago Daily News ran the 
aluminum foil ad Aug. 22; the 
Houston Chronicle, June 24, and 
the Milwaukee Sentinel, April 2. 
Ketchum, MacLeod & Grove, is 
|handling the drive. + 


facing ad that announces the free} 


plans for similar inserts to include | 


and the 1957 Supply, Equipment & 
Fabrice Fair. 

“They are generally independent 
contractors who have many un- 
|related lines and allegiances that 
| work at cross purposes with ours,” 
he said. “This historical sales 
system has no more place in to- 
|day’s pattern than the charming 
|little grocery store of yesteryear.” 

Mr. Ancell called upon compa- 
nies to hire better men as salesmen, 
to train them better, and to create 
sales territories that fit their re- 
spective particular needs. Salesmen 
should be more closely supervised 
and should be paid better, he 
added. 


| 


s The furniture executive urged 

the manufacturers to adopt the 

new marketing concept, based on 
(Continued on Page 71) 
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Focal potmt farnitaure! 


eae tere 


FOCAL POINT—This is the first page 
of a new four-page ad for the 
|Grand Rapids Furniture Makers 
that appears in the September is- 
sue of House & Garden. Cunning- 
ham. & Walsh, Chicago, is the agen- 
| cy. 
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Martin Heads 
Stockton West as 


Nelson Joins C&W - 


Nelson Move Sequel | 
to His Key Role in | 
Jergens Choice of C2W 


CINCINNATI, Aug. 28—C. Thomas | 
Martin, exec vp of Stockton, West, 
Burkhart Inc., has been named | 
president of the agency. 

Mr. Martin, who joined the agen- 
cy 20 years ago, succeeds Joseph 
D. Nelson Jr., who resigned to join 
Cunningham & Walsh, New York, | 
as vp and account supervisor. AA | 
previously predicted (AA, July 15) 
that Mr. Nelson would join the 
agency that picked up the Andrew 
Jergens Co. account. Jergens 
awarded a $4,000,000 chunk of its 
advertising business to C&W earli- 
er this month (AA, Aug. 5). 

Mr. Nelson, who had been pres- 
ident of Stockton, West for the past 
two years (AA, July 18, '55), is the 

(Continued on Page 30) 


Canadians Lift — 


Ban on ‘Obscene’ 
U.S. Publications 


Ottawa, Aug. 27—The new Ca- 
nadian government is apparently 
giving serious consideration to the 
elimination of government censor- 
ship and the turning over to the 
courts of all decisions on whether 
reading matter and photographs 
are salacious or subversive. 

First word of the new look in 
government censorship came this 
week when it was announced that 
Confidential, subject of a widely-| 
publicized trial, has been okayed 
for distribution in Canada. 

Government policy insists that 
the list of banned publications is 
not available for public consump- 
tion. However, officials of the cus- 
toms and tariff section of the De- 
partment of National Revenue will 
answer questions about any spe- 
cific publication. 


| 


| 


s So, for the time being at least, 
it is impossible to learn just how 
many magazines and other litera- 
ture have been released from the 
banned list. This measure—the 
government calls it a safeguard— 
may also be changed in the near | 
future. 

Item 1201 of the Customs Tariff 
Act puts on the Minister of Na- 
tional Revenue the responsibility 
of stopping importation of this type 
of material and over the years an 
ever lengthening list of books and | 
periodicals, particularly from the 

(Continued on Page 51) 


GE Boosts Kennedy 

Richard D. Kennedy, advertis- 
ing account supervisor in the ap- 
paratus department of General 
Electric Co., Schenectady, has been 
named advertising and sales pro- 
motion manager of the company’s 
receiving tube department, Owens- 
boro, Ky., a new post. 


Ferry Joins Richards 

Robert R. Ferry, formerly with 
Kudner Agency and Maxon Inc., 
has joined Fletcher D. Richards 
Ine., New York, as vp and director 
f research. 


NBC Promotes Surles 
Larry Surles, formerly eastern 
dio manager of NBC Spot Sales, | 
Jew York, has been promoted to 
anager of new business for the 
station representative. 


| Post and the Oct. 7 Life will carry | 


THE SHAPE ga OF TOMORROW 


SHAPING UP—Color spreads in the Sept. 28 issue of The Saturday 

Evening Post and the Oct. 7 Life will feature all of Westinghouse’s 

1958 major appliances as go-together equipment under the “shape 
of tomorrow” theme. 


| says the signs “offer, together with 
}our use of other mass media, an 
opportunity to literally saturate the 
penere with the 1958 Westing- 
house major appliance story.” 


Westinghouse Ads 
Push Its ‘Family’ 
of Major Appliances 


CoL_umsus, O., Aug. 28—In a 
major drive to expand its share 
of the major appliances market 
this fall, Westinghouse Electric 
Corp. will launch a month-long) it will be almost impossible for any 
multi-media “blitz” campaign in| American who can hear and read 
September pushing its 1958 “andi be unaware of the 1958 West- 


s “Figures on sizes of audiences 
and millions of impressions usually 
sound like puffery,” Mr. Lynch 
says, “but it is literally true that 


tric ranges, washers, dryers and|inghouse major appliances and the 
dishwashers as a “family” of ap-| ‘shape of tomorrow’ theme.” 
pliances. Co-op advertising and point of 
The group, bearing a strong com-| purchase promotion will also be 
mon style resemblance, will be ad-| used heavily during the campaign, 
vertised under an “umbrella”’| becoming heavier in October when 
theme, the “shape of tomorrow.”|the campaign’s emphasis shifts 
Copy slogans will emphasize that| from national to local for the rest 
the appliance ensemble offers “the | of the fall selling season. Two traf- 
built-in look without the built-in | fic-building premiums are being 
price” and that the units are de-| made available to dealers, a bottle 
signed “to fit in to look built-in.” |of French perfume retailing at $3 
The campaign gets under way and “shape of tomorrow” lucky 
Sept. 22 when four-color pages ap-| symbol cards. The cards are num- 
pear in Family Weekly, First Three | bered in sequence and can be used 
Markets, Parade, This Week Mag-| for an in-store prize drawing. 
azine, and 24 independent supple- McCann-Erickson Inc., 
ments. B&w ads will appear simul-| York, is the agency. + 


taneously in newspapers in 30 
other markets. These supp!ements | . 
and dailies (penetrating totally 313 Judge Rejects 
D 7 . 
ahl Libel Suit 
Hi . 7 
itting Film Ads 


New 


markets) will be used regularly 
until the end of October. 


® The Sept. 28 Saturday Evening 


color spreads showing all four ap-| 
pliances in a sort of abstract of a 
kitchen ensemble under the “shape 
of tomorrow” headline. 


On the tv front, Westinghouse’s | Injured ‘Only in Her 
“Studio One” (CBS-TV) will pro- | Own Eyes,’ Judge Rules; 
mote the appliance group during! 
telecasts on Sept. 23 and 30, and Star Says She'll Appeal 
Oct. 7, 14, and 21. “Studio One” 
will also be used Sept. 9 to intro-| N&w York, Aug. 27—The $1,- 


000,000 lawsuit brought by movie 


duce the laundry equipment only, 
Arlene Dahl against Co- 


aiming at the September peak in| 2¢tress 
home laundry equipment sales. | lumbia Pictures Corp. was dis- 

A unique part of the promotion|™ssed yesterday. Miss Dahl 
will be use of 2,800 outdoor signs|©harged in her complaint that the 
across the country. Noting that|™ovie studio had used “obscene, 
signs are not commonly used for |4¢stading and offensive” adver- 
introductory campaigns, R. R.| "Sing to promote a film in which 
Lynch, ad manager of Westing- | She appeared (AA, March 11). 
house’s major appliances division,| Miss Dahl asserted that 


the 


(Continued on Page 74) 


~aé - 


1. ra wis 
DOCTORED?—The judge dismissed Arlene Dahl’s $1,000,000 suit charg- 


ing the use of “lewd, lascivious and obscene” composites in studio 
ads like this bedtime still (left) and the ad based on it. 


‘Harper's’ Writer Sees Fee System 


of Agency Pay Replacing Commission 


McCarthy Hits ‘Surrender’ 


| in Anti-Trust Action; 


Notes ‘Baying’ by ANA 


New York, Aug. 29—The Amer- 
ican Assn. of Advertising Agen- 
cies was charged today with 


| ‘surrender to the Department of 
|Justice when 


the government 

moved against the association for 

violation of the Sherman Act. 
An article in the September 


| Harper's, out today, declared that 
|the Four A’s surrendered because 


it was not prepared to wash 
agency or client linen in public 
and because some “eminent” 
members of the Four A’s were 
guilty of violating parts of the as- 
sociation’s ethical code. 

John McCarthy, one time vp of 
McCann-Erickson and now exec- 
utive editor of the Catholic Di- 
gest, whose article, “Is the Bloom 
Off Madison Ave.?” makes the 
“surrender” charge, put it this 
way: 

The Four A’s asked for 90 days 
to prepare a reply to the govern- 
ment’s anti-trust charge. 


| “Outside the inner counsels of 


the agency association,” he wrote, 
“it was assumed that the 90 days 
were requested simply to hone 
the knife that would be plunged 


New York, Aug. 29—Having suc- 
cessfully negotiated the clearance 
hurdles for Ford’s multi-million 
dollar network radio drive, Colum- 
bia Broadcasting System is now 
pushing ahead with its campaign to 
restore the bigtime, big name qual- 
ity to network radio programming. 

This week a second*Bing Crosby 
show was added to the already im- 
pressive lineup, which includes 
Jack Benny, Rosemary Clooney, 
Henry Morgan, Stan Freberg and 
more of Arthur Godfrey. 

Mr. Crosby’s new Sunday night 
variety stanza will follow Mr. Ben- 
ny’s program. Unlike the Benny 
half hour, sponsored by Home In- 
surance Co., Der Bingle’s show will 
be a fresh production, not re-runs. 
Mr. Benny may tape some new pro- 
grams later in the year, but he will 
begin with repeats taken from his 


‘Masonry Building’ 
Changes Name and 
Expands Coverage 


Cuicaco, Aug. 28—Masonry 
Building, published by Industrial 
Publications Inc., will change its 
name to Building Construction II- 
lustrated (incorporating Masonry 
Building), with the September is- 
sue. 

Accroding to Fred L. Steinhoff, 
publisher of the magazine, the 
jname change reflects the current 
trend in building activity and the 
increasing need for a methods mag- 
azine devoted te the design, esti- 
mating and erection of commercial, 
|industrial, governmental and in- 
stitutional structures—a market, 
}including repairs and remodeling, 
| which the publication estimated at 
$18.5 billion annually. 

The new publication will feature 
illustrated, field-edited material of 
ithe how-to-do-it type, to meet a 
need which Mr. Steinhoff reports 
has been evident from the way in 
which the paid subscription list of 
|Masonry Building included archi- 
tects and general contractors in 
| addition to masonry, concrete con- 
tractors and suppliers. First issue 
in the new format will go into the 
| mails Sept. 10. + 


Big Ford Buys, Though No Boon to Stations, 
May Spark Return of Oldtime, Bigtime Radio 


‘into the heart of the government’s 


lease; actually, however, the as- 
| sociation was preparing a sur- 


| render. 


. “There had always been con- 
siderable sentiment in its ranks 
against the ordeal of a court trial, 
with the subpoena of records and 
| the taking of testimony under 
‘oath, because many of the asso- 
ciation’s most eminent and sanc- 
timonious members had in fact 
been guilty of violating sections 
|of its ethical code. 

“Even if these agencies had 
|been prepared to wash their per- 
sonal. linen in public, there was 
considerable client linen which 
would have to be placed on dis- 
play with the rest of the evidence, 
and nobody wanted that. 

“The last ounce of fight in the 
association leaked away when the 
government let it be known that 


; 


jits case would include proof of 
| Four A’s interference with the 
/normal processing of an applica- 
ition for New York newspaper 
| recognition.” 

Following the Four A’s action 
in accepting a consent decree 
‘and agreeing to stop the prac- 
tices cited by the government— 
including attempts to enforce a 
115% commission, wrote Mr. Mc- 
| (Continued on Page 74) 


tremendous backlog. Mr. Crosby’s 
program has just been made avail- 
able for sale. 

Several of the stars who will be 
glittering on radio this fall were 
drawn there by Ford’s money. 
These include Mr. Crosby and Miss 
Clooney, who will do several five- 
minute early morning and weekend 
musicals for the auto maker. 


® The company also is putting 
Arthur Godfrey to work on week- 
day afternoons and is returning 
Edward R. Murrow’s nightly news- 
cast to the sponsored ranks. 
Because a part of the Ford 
programming—namely the early 
morning Crosby-Clooney show, a 
portion of. the “World News 
Roundup” and the Godfrey pro- 
gram—all fell outside current net- 
work option time limits and in 
heavily-booked station periods, this 
order, placed by J. Walter Thomp- 
son Co., presented a special clear- 
ance problem for the network. 
The Page 1 announcment of net- 
work radio’s biggest sale in years 
was followed by anguished cries 
from station representatives, a let- 
ter of complaint from the head of 
(Continued on Page 71) 


JOHN D. HAYES, formerly manager of 
the international department of 
Grant Advertising, New York, has 
| been named to manage the new in- 
| ternational department of Erwin, 
Wasey & Co., New York. Prior to 
joining Grant, Mr. Hayes had had 
his own agency in Bogota, Colum- 
bia. 
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Radio Nets ‘Solve’ 
Affiliate Problem: 


Buy Two Stations 


New York, Aug. 30—Apparently 
one way to solve radio station af- 
filiation problems these days is to 
buy a station. 

At least that’s how two of the 
networks have chosen to tackle the 
problem of Pittsburgh clearances. 
Some days ago NBC, which had 
had no regular affiliate to call its 
own in Pittsburgh since KDKA 


went independent, signed to buy 
WJAS. In negotiating this pur- 
chase, the network bested ABC, 
which reportedly was also trying 
to buy WJAS—a station it now 
shares as a dual affiliate with Mu- 
tual. 

ABC answered with a purchase 
of its own this week, negotiating to 
buy KQV in Pittsburgh from Al- 
legheny Broadcasting Co. for ap- 
proximately $700,000. This pur- 
chase is subject to the usual FCC 
approval. 

At the same time, ABC has 


signed WSM as its Nashville affil- 


Another "Blue Chip" 


GROWING! GROWING! GROWING! 


industry announces huge 
expansion in Cedar Rapids . . . 
COLLINS RADIO COMPANY TO CONSTRUCT 


NEW $2,750,000 PLANT 


CEDAR RAPIDS — FIRST IN ALL IOWA 


in New Home Construction .. . in Rate of Retail Sales Gain 
in Rate of Population Growth 


Che Gedur Rupids Guzette 


First in all lowa in total Advertising Linage Published 
FULL R.O.P. COLOR SEVEN DAYS A WEEK 
Represented Nationally by The Allen-Klapp Co. 


SIX. ABC said 
its full affiliate 
until that time 

|| on ABC shows, 

ur program WSM 

.e network. WSM 

ffiliate of NBC, 

tation continues as 
ite despite its ar- 
ABC. 


jiate to replac: 
|WSM will bec: 
lin January, bu 
WSIX has firs! « 
except the new | 
is producing for ' 
is a longtime 
which says the 
its primary affi! 
rangement with 


# ABC was busy also in the pro- 
gramming of radio during the 
| week, announcing “The Jim Reeves 
Show” to start Oct. 7. The show is 
part of ABC Radio’s new format 
calling for top quality live musi- 
cal shows with stellar performers 
and orchestras. Jim Reeves will 
originate his show from ABC's 
newly-signed affiliate in Nashville, 
WSM. 

The “Herb ‘Oscar’ Anderson 
Show,” another live musical pro- 
graim, has signed its first two spon- 
sors. The Nestle Co., through Bry- 
an Houston Inc., will sponsor three 
five-minute segments per week, 
while Foster-Milburn Co., through 
Street & Finney, will sponsor one 
five-minute segment per week. 

To promote more sponsors for 
the Anderson show, ABC will have 
models dressed in barrels appear- 
ing outside 12 New York adver- 
tising agencies on the day after the 


will be written: “We've got noth- 
ing on but”—and on another: “the 
Herb ‘Oscar’ Anderson Show.” The 
stunt will run on Sept. 3, between 
10 and 11 a.m. # 


AA tolle him what 


he wants to know — 


Vice-President, Gen. Mgr. 


HERBERT A. BENSON 


Plasti-Craft Corp. 
San Gabriel, Calif. 


Mr. Benson’s letter is a model of 


brevity, but what he says is mighty 
gratifying to us here at Advertising 
“I read Advertising Age be- 
cause it tells me what I want to 


Age: 


know about the industry com- 
pletely and thoroughly. In order 
to gain the most benefit I find it 
necessary to do more than hurriedly 
scan the pages, so I have Ad Age 
sent to my home so I will have time 
to gain the most benefit from its 


completeness.” 


MAIL THIS 
COUPON FOR 
TRIAL 
SUBSCRIPTION 


hurry-scurry? 
may have 52 
which comes 


money back. 


| Advertising Age. 


200 East Illinois Street, Chicago 11, 


Nature of b 


Here is my order for a year’s (52 issues) service of Advertising 
Age. Anytime I am not satisfied, my money will be refunded. 


ee 


Read Ad Age at home 


Is hurried office scanning robbing 
you of Ad Age’s completeness? 
Why don’t you, like Mr. Benson, 
read AA at home—away from office 


For a mere $3 you 
idea-packed issues— 
to less than six pen- 


nies a week! Mail the coupon 
NOW for guaranteed satisfaction. 
You must be delighted or your 


Illinois 


Title. 


] Home or 


0 
oO Business Address. __ 


C 
' 


Zone... State___ 
(1 Bill me 


show’s debut. On one of the barrels | 


| sales promotion, said that Jantzen 


$100,000 ad drive will mark 50th year of 
Remington Rand visible record filing 
ES, ccinthaniiiietenistbitbbinceteammadbiniddnindin Page 2 


Alcoa's sample aluminum wrap newspaper 
ad will run in Philadelphia, fourth city 
in campaign 


Furniture makers are 25 years behind the 
times in their selling methods, Ancell, 
head of Baumritter Corp., says ....Page 2 


West Coast lumbermen’s test promotion 
urges building schools with more wood 
for CCOROMY ...........00- Page 2 


Avoid offering premiums as bribe to get) 
new accounts, Clyde Bedell warns sav- | 
ings associations ..... a Page 2 


$300,000 ad drive will herald Wilshire Oil's 
entrance into retail gasoline field Page 2 


in drive 
quality of 
and leisure 
Page 2 


Oversize dollars to be used 
to emphasize “‘buy more” 
Oshkosh B'Gosh work 

clothes 


Ford radio buy draws big names, 
boost status of radio this fall 


helps 
Page 3 


Masonry Building changes name to Build- 
ing Construction Illustrated ......... Page 3 


Westinghouse pushes “family of appli- 
ances” in NEW ATIVE ......ccm- Page 3 


Fee system will replace commission sys- 
tem in agencies, i ansckeclatl writer 
puieunjiithiateas *ishecetavabanseeimnupetenetit Page 8 


Arlene Dahl's $1,000,000 lawsuit over movie 
ads is rejected by judge Page 3 


Selling ads will triumph over 
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Highlights of This Week's Issue 


U. 8., Japanese tuna men join in unprec- 
edented $700,000 ad campaign ....Page 22 


Housewives like to have recipes on their 
packages, study finds —-BPage 24 


“cultural” 
ads, Reuel Denney says in book Page 48 


John McClave succeeds Paul Lewis as 
chairman of Lewis & Gilman ....Page 48 


Yugoslav journalist explains advertising to 
his readers when advertising comes back 
to Yugoslavia Page 61 


AA's Creative Man doesn’t wonder where 
the yellow went; it’s gone into soap 
products along with other colors, he 
says . — 


Chilton Co. details background of its 
launching of Aircraft & Missiles Man- 
ufacturing, its 16th publications Page 68 


REGULAR FEATURES 
Advertising Market Place .......... — | 
Along the Media Path | 
Comming Comvewtb ns voor 21 


Creative Man's Corner 
Department Store Sales ... 
Drawthinks ........... - 
Editorials ........... 

Empleye Communications 
Getting Personal 

Looking at Radio and TV 
Looking at Retail Ads .. 
Obituaries , 
On the Merchandising Front | 7 
Photographic Review 


Canadian government lifts ban on “ob- 
scene” U. S. magazines Page 3 


Revere, Wollensak follow Kodak, Bell & 


| Howell in ending fair trade 


—— Page 16) 


Production Tips ... 

Rough Proofs ...... 
Salesense in Advertising 
This Week in Washington 
| Velee of the Advertiser 
What They're Saying 


SSaATVEAssssaces 


Jantzen Adds Newspapers to 
Media Schedule; Drops Co-op 

Jantzen Inc., Portland, Ore., 
sportswear manufacturer, will add 
daily and Sunday newspapers in 
95 major markets to its schedule 
of national magazines and outdoor 
| advertising. Jantzen will use 1,500- | 

line two-color and 1,000 line b&w 
|mewspaper ads in the series. The 
}ads will use the artwork of Rene} 
|Gruau and will be the hub of local | 
|store promotions. 

The over-all promotion plan for | 
|'58 will include newspapers, a na- 
tional magazine and outdoor sched- 
ule, trade advertising, store news- 
paper mats and direct mail. Bruce 
Sturm, director of advertising and 


would discontinue cooperative 
newspaper ads effective Jan. 1, 
1958, but the foundation and bra 
division would not be affected. 


Dusenbury Joins Publisher 
George Dusenbury, magazine 
consultant, will join Simmons- 


| 
E 


Boardman Publishing Corp., New 


York, Sept. 2 as vp and editorial 
and promotion director. In recent 
years, Mr. Dusenbury has held an- 
nual editorial clinics for the As- 
sociated Business Publications and 
seminars at Columbia University 
and the University of Tennessee. 
He was at one time a copywriter 
for J. Stirling Getchell, New York, 


/and an assistant advertising man- 


ager of Allis Chalmers Mfg. 
Milwaukee. 


Olympic Boosts Ads by 20% 
Fall trade and consumer adver- 
|tising for Olympic Radio & Tele- 
vision, Long Island City, N.Y., will 
be boosted 20% over last year, 
with major emphasis given to hi- 
fi reproduction in its tv speakers. 
A total of 32 page and 600-line 
insertions is scheduled for Electri- 
cal Merchandising, Home Furnish- 
ings Daily, Mart and Radio & Tele- 
vision Weekly. A color page is 
scheduled for The New York Times 
Magazine Sept. 22, and half-page 
b&w insertions will appear in 
Ebony, House Beautiful, Life, Look 
and The Saturday Evening Post. 


Co., 


RUN OF PAPER 


. . DEMANDS COLOR PLATES EXECUTED 
WITH DOT'S SKILL AND EXPERIENCE. 


600 W VAN 


BUREN ST CHICAGO 7 


STATE 2-5367 
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Some magazines specialize in news or fiction or fashions. Better Homes 
& Gardens specializes in ideas. Ideas that wake people up so their 
dreams of richer, happier family life can come true. None of the 

other major media creates quite the same kind of do-something-now 
mood. Because nothing can equal practical ideas to keep home 

lovers busy planning and doing and buying things. 


The husbands and wives (and their children) who read BH&G don’t 
just talk about the things they see in their favorite idea magazine. 
They do something about the ideas they see on every page. 


The happy truth for advertisers is that there’s nothing quite so 
powerful as an idea if you want to make a sale. And Better 
Homes & Gardens is as full of ideas as a supermarket is full of 
food! That’s why it keeps on growing bigger and stronger 

and livelier every year. Meredith of Des Moines . . . 

America’s biggest publisher of ideas for today’s living 

and tomorrow’s plans 
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This Week in Washington ... 


Publisher Guarantee on Currency 


Is Rescued, Keptin Foreign Aid Bill 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, Aug. 28—Newspa- 
per and magazine publishers who 
have been expanding their over- 
seas distribution narrowly escaped 
a severe blow Tuesday when Sen. 
Richard Russell (D., Ga.) was in- 
duced to withdraw an amendment 
to the foreign aid bill which would 
have knocked out the media guar- 
antee program. 


volves about $5,000,000 annually, 
our government promises to pay 
off in dollars in the event a pub- 
lisher is unable to use foreign cur- 
jrencies he obtains under contracts 
for overseas distribution. Many 
| publishers—including some of the 
biggest ones—feel their overseas 
efforts could not continue without 
this guarantee. 


s Naturally, there have been some 


Russell, figured 
ice to prune the 


|tors, led by S« 

| this was a good | 
| foreign aid bill. 4° 
however, others, 

Mansfield (D., \\: 
them that U.S. publications are 
one of our mos: potent weapons 
in the battle for men’s minds. In 
a quick about-face on the Senate 
floor, the amendment was with- 
drawn and its adoption averted. 


} Pressure for a 
Patent Agents’ rule which would 
|\AdsBanned? prevent 
} agents from ad- 
|vertising their services is mount- 
jing to the point where the U.S. 
| patent office has announced that 
jan anti-advertising rule will be 
adopted, unless the commissioner 


Under the program, which in-| abuses, so economy minded sena- | of patents is persuaded to change 


patent | 


his mid 
Advettising by patent agents has 


legal profession. 

® For nearly 150 years, advertising 
| has been an accepted procedure for 
many specialists in this field, be- 
| cause patent organizations are con- 
| centrated in Washington and a few 
|other large cities, while inventors 
live in remote places throughout 
the country and often have no way 
of knowing where to look for a 
reputable patent agent. 

In the past, most patent agents 
were engineers. Now many are al- 
solawyers, and they prefer to 
mold the methods of the patent 
office to the canons of the bar as- 


KRON is TV in SF 


Sau Franciscans ax sold cn KRON-7V 


POPEYE 


Mon. thru Fri. 
6-6:30 P.M. 


AVAILABLE 


* SAN FRANCISCO CHRONICLE + NBC AFFILIATE « CHANNEL 4 « PETERS, GRIFFIN, WOODWARD - 
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| sociations. 
| Half a dozen years ago a patent 


the last minute, | been a tnatter of controversey in| office regulation banning advertis- 
ed by Sen. Mike| recent years, as patent searching | ing by patent agents was blocked 
mnt.), convinced | has assumed the trappings of the| 


after the issues were submitted to 
Commerce Secretary Charles Saw- 
yer for review. ‘ 

Now there are bills before the 
Senate committee on government 
operations and the House judiciary 
committee prohibiting advertising 
by anyone who practices at the 
patent office. 

In addition the patent office an- 
nounced this week that it intends 
to amend its rules of practice to 
include the advertising ban. It 
gives opponents until Nov. 19 to 
submit views in writing or to re- 
quest an opportunity to testify at 
a public hearing. 


Sen. Warren 
Senator Urges Magnuson (D., 
Ad Discretion Wash.), chairman 

of the Senate in- 
terstate commerce committee has 
intervened in the battle over those 
Puerto Rican rum ads which vio- 
late the liquor industry restriction 
on the use of women in ads. His 
letter to Gov. Luis Munoz-Marin 
of Puerto Rico points out that sev- 
eral bills prohibiting liquor adver- 
tising are being considered by the 
interstate commerce committee. 
“Under the circumstances,” says 
the senator, “I respectfully recom- 
mend that the officials of the Com- 
monwealth of Puerto Rico review 
this advertising program, having 
in mind the self-imposed restric- 
tions which our domestic industry 
has applied since Repeal, and the 
real possibility that the continued 
use of women in advertisements by 
the rum manufacturers of Puerto 
Rico may lead to prohibition on all 
forms of alcoholic beverage adver- 
tising in the U.S.” 


The big wheels 
Tax Break on in the tw station 
TV Contracts? deals are ponder- 

ing a tax service 
ruling which holds that network 
affiliation contracts and national 
spot and local advertising contracts 
acquired in the purchase of sta- 
tions can’t have depreciation treat- 
| ment for federal tax purposes. 
If it stands, the ruling could 
prove to be a blow to investors who 
| pay fancy prices for stations, then 
| soften the tax blow on their prof- 
its by charging off depreciation of 
these contracts. 

Tax people say the ad contracts 
represent good will, which is not 
eligible for depreciation treatment. 
While they concede that the net- 
work contracts are intangible as- 
sets, tax lawyers say they do not 
qualify for depreciation, because 
there is no way of estimating their 
“useful life.” 


U.S. forest serv- 
‘New’ Market ice reports the 
for Charcoal outdoor cooking 


fad has given the 
charcoal industry a real lift. Al- 
though charcoal production is one 
of the nation’s oldest industries, 
production dropped from 550,000 
tons in 1909 to 265,000 tons in 
1956. The showing would have 
been even more disappointing but 
for the cook-it-yourself trade. Ac- 
cording to a survey just published 
| by the forest service, roughly half 
| of all charcoal used in 1956—large- 
|ly as briquets—went for picnics, 
|}outdoor cooking, and in restau- 
| rants and dining cars. Incidentally, 
98% of the nation’s charcoal was 
produced by 194 eastern firms. + 


‘TV Stations Add Color 

There are 278 tv stations in the 
U.S. now equipped to broadcast in 
color, National Broadcasting Co., 
New York, reports. This count, 
made as of July 1, shows an in- 
crease of 21 stations since Jan. 1. 
Some 143 of the stations are NBC- 
TV affiliates; of the 143, 47 can 
originate film shows in color and 
21 can originate live shows in col- 
| or. 
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‘Tests Tha 
All Abou 


With ink blots, drawings and loaded questions, the modern 
psychologist can tell you why you are shy with strangers, 
whom to marry, what job is best for you. Often he has 
the final say on who gets hired, fired and promoted. 


This is the lead on a major feature in Cosmopolitan’s September issue on 
Intelligence. If you would like to read the complete article, ask us for a copy. 
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COSMOPOLITAN 


...edited in depth for people who want to know! 
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By one of America’s great magazine publishers. Also publishers of GOOD HOUSEKEEPING + HARPER'S BAZAAR « HOUSE BEAUTIFUL 
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$100,000 Serwer 
Suit Hits Gore 
for Account Fee 


(Continued from Page 1) 
the action “until the points at 
issue have been clarified.” 


= Mr. Serwer, who was president 
of Harry Serwer Inc., entered into 
a merger with Chester Gore Ad- 
vertising to form Gore-Serwer Inc. 
April 1, 1956 (AA, March 12,’56). 
Mr. Gore became president and 
Mr. Serwer vp of the new agency. 
Mr. Serwer is the son of Harry 
Serwer, who founded the agency 
of that name in 1920. 

At the time of the merger the 
new agency announced plans for 
a new European operation, Gore- 
Serwer International, at 25 Rue St. 
James, Neuilly sur Seine, France. 
Mr. Serwer took charge of the 
European program. 

Under the terms of his contract, 
he told ADVERTISING AGE, he was 
to be paid for any business he 
developed. He claims that he was 
not credited nor given commissions 
for new business that he develop- 
ed, or for creative work that he 
did while working abroad for the 
agency. 

Mr. Serwer returned from Europe 
at the end of June and attempted 
to negotiate with Mr. Gore for a 
settlement but “was met with 
evasions,” he says. 


= In the meantime, he said, Mr. 
Gore and his associates “are 
putting a new agency together.” 

Queried on this, Mr. Gore said, 
“A reorganization of the agency is 
being considered because of Mr. 
Serwer’s withdrawal, but any an- 
nouncement or discussion of it is 
entirely premature. Nothing has 
been settled.” 

He also refused to comment on 
Mr. Serwer’s suit because of its 
ambiguity at this stage, but he 
added that either he or his attorney 
would have “something pertinent 
to say at the right time.” 


s The agency, Mr. Gore said, will 
continue its European operation in 
Paris, but he declined to say who 
would handle the European busi- 
ness. 

Mr. Gore opened his own agency 
in June, 1955, after resigning as vp 
of Norman D. Waters & Associates. 
He started with 11 accounts and 
at the time of the merger with the 
Serwer agency had increased it to 
24. The merger increased the 
number to about 33. 


s Currently, the agency has about 
35 accounts, including American 
Dictation Machine Co., Arden 
Farms, Brookhaven Textiles, Car- 
illon Importers, Caruso Foods, 
Fairchild Publications, Hires Bot- 
tling Co., Rheinhold Publishing 
Corp., Louis Sherry and Standard- 
Triumph. 

Gore-Serwer this year added 
Seabrook Farms, after about 40 
agencies were interviewed (AA, 
May 13). Its current billings are 
about $2,500,000. # 


NBC Int'l Names Cagan 

Leon H. Cagan, formerly foreign 
manager for ABC Film Syndica- 
tion, has been named manager of 
Latin American operations for NBC 


International Ltd. From his Mexico | 


City headquarters, he will direct 
all the NBC activities in Latin 
America. 


Simoniz Elects Shropshire 

Robert C. Shropshire, vp of the 
foreign operations of Simoniz Co., 
Chicago, has been elected exec vp 
of Simoniz. He will direct the Si- 
moniz marketing and foreign op- 
erations departments. 


PERSPECTIVE—Ship’n Shore Inc., New York, will feature its blouses 

in a four-page back cover gatefold in the Sept. 1 Vogue and a front 

cover gatefold in the September Mademoiselle. Both are in full col- 

or and employ an art unusual in fashion advertising, the agency 

says. Shown here is the spread from the Mademoiselle ad. Mervin 
& Jesse Levine Inc., New York, is the agency. 


Edsel Is Born into 
Increasingly Perilous 
Car Marketing World 


(Continued from Page 1) 
year, normally the heaviest quar- 
ter for automotive advertising be- 
cause of new model announce- 
ments, can change the picture, 
however. GM is expected to pro- 
mote its 1958 models heavily to 
counteract the success of its rivals 
so far this year. And Ford is 
spending a bundle introducing the 
Edsel. 

Newspaper linage figures show 
the automotive industry is run- 
ning about even with last year 
after lagging in the early months. 
Linage totals in May and June 
were about 7% ahead of the same 
two months last year, bringing 
the six-months average for 1957 
to 100.8% of the first half of 1956. 


® Here is a breakdown on adver- 
tising figures in three media, 
comparing 1957 mid-year figures 
with 1956 corresponding break- 
downs. Ad budgets for the second 
half of the year traditionally are 
higher. 


Jan.-June, Jan.-June, 
‘56 ‘57 
General Magazines 
General Motors ...... $9,206,000 $7,213,000 
NOE crrcccviscccesns 4,527,000 5,566,000 
eee 5,397,000 4,929,000 
Network Television 
General Motors .... 7,819,000 4,110,000 
GE eectonsnine 10,288,000 9,056,000 
SED sihhibemtmanentits 5,237,000 6,386,000 | 
Newspaper Supplements 
General Motors .... 2,591,000 1,282,000 
ME cotmnannarents 369,540 540,545 | 
ee eee 205,540 748,080 


| 
| 

One reason for the over-all | 
sales lag this year to date was the 
failure of the market to swing up 
sharply this spring. This hap- 
pened in 1956, too, 
manufacturers now wonder if this | 
leveling off of the demand curve | 
might not be here to stay, forcing 


leaders were predicting car sales 
of 6,500,000 units. By now most of 
them are forecasting a total of 


around 6,000,000 units. The most) 
| optimistic figure is 6,2000,000. 

In 1956 the auto industry sold 
5,950,000 cars—a big drop from 
the 7,169,000 sold in 1955, the 
record year. Some manufacturers 
felt that since 1955 model cars 
were now two years old, sales 
would again reach that record vol- 
ume. Such will not be the case, 
apparently. 


® New car registrations for 1957 


year, according to Automotive 
News. That’s six days later than 
this level was attained last year. 

The stockpiling of cars results 
from the fact that sales are now 
running 19 days behind produc- 
tion (the 4,000,000th car was as- 
sembled Aug. 8), there was an 
18-day lag three months ago. A 
year ago the 4,000,000th car was 
sold only one day after the 4,000,- 
000th unit was produced. 


8 Dealers, looking at their crowd- 
ed showrooms with the knowledge 
that Detroit is already tooling up 
for the 1958 models, are staging 
“value carnivals” that may run 
into September, when the first 
Edsel goes on sale. 

Buyer resistance is being at- 
tributed by some to consumer un- 
willingness to pay for a car that 
is not really new. They point to 


Who Gets Edsel in Canada? 


Toronto, Aug. 30—Agency cir-| 
cles here are speculating about the | 


identity of the agency which Ford 
Motor Co. of Canada will name on 
Sept. 4 to handle Edsel advertising 
in Canada. Ford business is now 
shared by Cockfield, Brown & Co. 
and Vickers & Benson. 

Edsel is slated to make its bow 


to the Canadian public Sept. 11— 


not until after the end of the Ca- 
nadian National Exhibition, in To- 
ronto Sept. 7. This show tradition- 


ally has been the scene of new auto 


model debuts. + 


Advertising Age, September 2, 1957 


Erwin, Wasey Resigns Hamilton Beach as 


Diversifications Create Product Conflicts 


Cuicaco, Aug. 27—Erwin, Wasey; which it has had for 12 years, be- 
& Co. has resigned the Hamilton | cause of “a steadily developing 
Beach Co. account. The Racine,| product conflict” between Hamil- 
Wis., small appliance manufacturer | ton Beach products and those of 
is expected to name a successor in| Toastmaster products division of 


about a month. 
The agency resigned the account, 


750 (up from 116,073); and De 
Soto, 58,349 (up from 54,748). 


BREECH SEES ANNUAL 
AUTO STYLE CHANGES 


DEARBORN, MicH., Aug. 28— 
“Since the public apparently de- 
sires significant changes in car 
styles every year,” the auto in- 
dustry may well be on the way to 
annual model changes, Ford Motor 
Co. chairman Ernest R. Breech 
told a news conference today. 

He noted that both Ford and 
General Motors have spent heav- 
ily in retooling this year despite 
the fact that both made major 
model changes for most of their 
cars only last year. 

For the last several years the 
industry pattern has _ been 
make model changes every other 
year, with only minor modifica- 
tions in the alternate years. 
The step-up in Ford’s retooling 
|}pace, Mr. Breech said, was made 
to meet competition of General 
| Motors cars which are also being 
restyled a year ahead of schedule. 
Buick and Oldsmobile particularly 
will be revamped, largely because 
of relative poor sales showings 
for these cars this year. 


® The Ford division alone has 
spent $185,000,000 on retooling 
this year, he said, despite the fact 
that it spent $215,000,000 makin; 
changes just last year. All told, 
Ford Motor Co. spent $409,000,000 
in retooling last year and has 
spent almost that much this year. 

Mr. Breech said he has “no 
doubt” that 1958 cars will conse- 
quently cost more, but for Ford 
he asserted that costs will be kept 
as low as possible. (Popular Sci- 
jence has predicted that the re- 
modeling this year will boost car 
prices about $100—AA, July 25.) 

Henry Ford II, who was also 
present at the conference, pre- 
dicted that the industry will sell 
6,000,000 units this year, 200,000 
more than his own earlier predic- 
tions for the year. + 


Kleenex Towels Bow 
in 11 New Markets 


NEENAH, Wis., Aug. 29—Kim- 
berly-Clark Corp. will open a spot 
tv and car card campaign in 11 


the soaring sales of Plymouth 
(and the entire Chrysler Corp. 
line), which introduced radically 
new styling in their 1957 cars. 
Plymouth’s increases have, 


competing makes 
few changes this year. 
This would be an ideal atmos- 


phere for the introduction of the 


all-new Edsel, if the supposition 


and some|is true. If, on the other hand, the 
becoming 


consumer is_ simply 
more tight-fisted, the Edsel may 
face difficulties in selling to a 


changes in production planning. | public which might be prone to 
As 1957 began, some industry| wait and see how the car “pans 


out” before investing in it. 


® The Edsel purports to be a me- 


dium-priced car, putting it in a} 
field where sales have increased 


i ordi Harr 
except among the General ‘Mo-|‘OPal foal. according, to, Harty 
tors entries. Sales of Mercurys products = er 
for six months of this year, plus Foote, Con. & Belding is the 
partial returns for July, total agency on ; 

147,034 units, compared with 146,- ; 
088 for a similar period in 1956. | Brigham Named Ad Manager 


Other figures on unit sales thus 
far include: Buick, 222,365 (down 
from 300,098 for a like period last 
year); Oldsmobile, 203,022 (down 
175,029 


from 243,056); Pontiac, 


reached 4,000,000 on Aug. 27 this 


(down from 196,276); Dodge, 138,- 


in 
|general, been at the expense of 
which made 


east central markets Oct. 1 intro- 
ducing its Kleenex paper towels. 

The towels, first marketed a 
year ago, are presently sold in the 
Chicago, Milwaukee and Minne- 


Michigan markets. 
being added this fall are Indi- 


and Rochester, N. Y., and Pitts- 
burgh. 


during 


ports. 


have, in fact, 


ican Optical Co., Southbridge 


promotion director of 


Agency, New York. 


apolis-St. Paul areas and in some 
New markets 


anapolis, Ind.; Akron, Cincinnati, 
Cleveland, Columbus, Dayton, To- 
ledo, and Youngstown, O.; Buffalo 


Sales of Kleenex paper towels 
their first market year 
have been considerably ahead of 
expectations, Kimberly-Clark re- 
Unanticipated production 
demands from existing markets 
to some extent 
slowed down expansion of the 
towel market area toward its na- 


H. P. Brigham has been named 
manager of advertising of Amer- 


Mass. Mr. Brigham formerly was 
Kudner | 


McGraw Electric Co., Elgin, IIl., 
also a Wasey client. 

| W. B. Gassaway, advertising and 
| sabes promotion manager of Ham- 
/ilton Beach, told ADVERTISING AGE 
| that he has been talking to agen- 
| cies and is in the process of choos- 
/ing a successor. “I am not in- 
| terested in hearing from any other 
| agencies,” Mr. Gassaway said. “The 
door is closed.” 

| 

® Hamilton Beach reportedly in- 
vests about $500,000 on advertising 
yearly although Mr. Gassaway de- 
clined to discuss ad expenditures. 
Toastmaster reportedly bills more 
than $1,000,000. Toastmaster has 
| been a Wasey client for 28 years. 

Both companies have been add- 

ing more products to their lines in 
recent years. The first conflict of 
products occurred last year when 
| Hamilton Beach brought out elec- 
| tric toasters. Both companies start- 
|ed marketing electric fry pans in 
j the past year. + 


‘McIntosh to Head 
U.S. Operations as 
Grant Shifts Execs 


Curicaco, Aug. 29—A series of 
executive realignments, as a “nat-~ 
|ural recognition of the consistent 
contribution made by these mem- 
|bers of our executive team,” has 
| been announced by Will C. Grant, 
| president of Grant Advertising. 

As part of the changes, Lawrence 
R. McIntosh, exec vp and manager 
of the Detroit office, has been 
named supervisor of all domestic 
operations of the agency. His new 
| responsibilities include supervisory 
and administrative duties on all do- 
mestic business as well as manage- 
ment of the nine Grant offices in 


Mcintosh 


the U.S. Mr. McIntosh will con- 
tinue as Detroit manager and will 
continue to headquarter there. 


Bradley 


® Paul L. Bradley, vp in charge of 
West Coast operations, with offices 
in Hollywood, has been transferred 
to New York as vp and manager 
of that office. John M. Cody, vp. 
will continue as office manager in 
Hollywood. 

John E. Gaunt, vp and tv direc- 
tor, has been appointed tv director 
of the entire Grant network, both 
domestic and foreign; he will con- 
tinue to headquarter in Hollywood. 

Chicago office changes include 
the appointment of Frederick E. 
Spence as exec vp. He continues 
in charge of the Grant internation- 
al division, consisting of 27 offices. 
Christopher Cross, vp, assumes 
added responsibility as assistant to 
Mr. Grant. Mr. Cross is a veteran 
of several Grant overseas opera- 
tions and was with Grant in Holly- 
wood until moving to Chicago 
early this year. + 


Two Bow as NBC Affiliates 

WFGA-TV, Jacksonville, Fla., 
| will begin daily program operation 
bo 1 as an NBC Television af- 
filiate. WINR-TV, Binghamton, 
N.Y., will go on the air as an NBC- 
TV affiliate Oct. 1. NBC-TV cur- 
rently shares WNBF-TV, Bing- 
| hamton, with CBS and ABC. 
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Herb Oscar 


audience 


American Radio 


The hottest new selling voice in radio today belongs to Herb 
Oscar Anderson. 

Starting Monday, Sept. 2, the American Broadcasting Network 
will present the new, live Herb Oscar Anderson Show 5 times 
a week, 10-11 A.M. 

His show is live music—because survey after survey shows 
that this kind of lively entertainment is what the American 
housewife wants.* 

Herb Oscar Anderson brings to American Radio a magnetic 
personality and a proven record of sales success in the Minne- 
apolis and New York markets. Now he goes Coast-to-Coast on 
American. With him each morning is singer Carole Bennett 
(live), baritone Don Rondo (live), The Satisfiers (live) and Ralph 
Herman’s Orchestra (live). This is live, fun American Radio. 

The pre-tested Herb Oscar Anderson show has pace and 
atmosphere —set to music the way the on-the-go American 
housewife prefers it. 


*RAB study of Radio and Housewives, March, 1957 
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Anderson, pre-tested for 
and sales results, brings 


a new, Inve musical program 


Here’s how Herb Oscar Anderson puts zing into ratings: 


WDGY-MINNEAPOLIS WABC-NEW YORK 
PULSE survey,6-9 A.M. weekdays PULSE survey, 6-9 A.M. weekdays 
1956 1957 
ratings ' N da dl c ratings 2 O % 

i INCREASE 
IN ONE 
YEAR! IN ONLY __ 
4 WEEKS: 


AMERICAN 
BROADCASTING 
NETWORK 
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The Editorial Viewpoint . . . 


Reversing a Trend? 


If the action of Armour, Beech-Nut and Lorillard in consolidating 
their accounts in fewer agencies marks a change in the recent trend 
toward multiple agencies, most people in the business will, we are 
sure, welcome the change. 

The trend in recent years toward having a different agency for 
every product or product line has, we believe, gone too far. It has 
resulted in too much competition between agencies working for the 
same advertiser in many cases, and it has caused difficulties of co- 
ordination in other instances. In the case of television, for example, 
where frequently one product or product line cannot support a pro- 
gram, and where a buy can be made only when two or more product 
lines in the same company agree to join hands, the added complica- 
tion of two or more agencies may result in just enough confusion and 
difficulty to prevent either quick action or the best possible coordi- 
nation. 

There is little likelihood that large companies, with diversified 
product lines, will ever return to the onetime practice of using a 
single advertising agency. For one thing, many accounts are now so 
large that there is good sense in dividing them among more than one 
agency; for another, so many companies have diversified so much 
that they have product lines which are in active competition with 
each other; and separate advertising agencies are almost as essential 
as separate sales staffs. 

But this very process of product diversification, coupled with the 
notion that multiple agencies are a goed thing, has led to some un- 
usually weird situations. Agencies with any sizable number of ac- 
counts are likely to find themselves with some kind of conflict every 
time they turn around. And advertisers, recognizing this problem, 
have of necessity had to allow agencies to handle products of other 
companies which are competitive with products of their own, al- 
though not competitive with the particular products handled by 
those agencies. 

Thus we frequently have the more or less peculiar spectacle of an 
agency handling products or product lines which are directly com- 
petitive with lines of some of its other clients. And while this usual- 
ly is not too difficult, once in a while it poses problems of “security” 
or loyalty which are a little hard to resolve. 


The Decanter Gets Too Common 


National Distillers’ announcement that it will eschew decanters for 
all its products this coming Christmas season will not really surprise 
anyone. Because the distillers’ use of decanters is a perfect example 
of how sheep-like following of a trend can run the whole idea into 
the ground in short order. 

The holiday decanter idea was a good one—and certainly a boon to 
the glass business. But once every brand was in a holiday decanter 
and most of the promotional dollars went into glass instead of into 
extra promotion, the bloom began to disappear. 

And then, of course, there came the inevitable race to be “the first” 
to get its decanters out. The holiday season became more and more 
extended, as decanters began to pop up in September or early Octo- 
ber, and as the left-over ones still appeared on shelves in January 
and even February. 

Now someone will have to think of more “unusual” attractions— 
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| the brand name. 
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Gladys the beautiful receptionist 


—Allan L. Reagan, General Electric Co., Bridgeport. 
“He’s invented a new drink with vodka, orange juice and milk of 
magnesia, Calls it Phillips screwdriver.” 


unusual in the sense that, at the moment, everybody in the industry 
isn’t using them. 


The West Is Growing Up 


If baseball is indeed the Great American Game, then the westward 
movement of big league baseball teams is the final clinching proof 
that the West has arrived—that it has grown in size and stature, and 
refuses any longer to be treated as a province or a frontier. The 
shift in the geographic center of big league baseball in recent years 
has been startling. And the end is not yet in sight. 

And by the time the 1960 census comes out, with California prob- 
ably showing up as the most populous state in the Union, stealing the 
crown which New York has held since colonial days, easterners will 
have to admit that the course of empire does indeed move westward. 
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What They're 


|the proponents of a graduated tax 
on corporate incomes are not plan- 
ning the fragmentation of our na- 
tional economy along with our 
larger corporations, but should 
| their counsel ever prevail, I’m very 
pe hat is the way it 
jut! 


Ob M. b.vugh, chairman, U. S. 
Steci Vorp., in a talk before the Amer- 
ican Iron & Steel Institute. 


One thing I’ve been conscious of 
during my visit to Britain is the 
emphasis on brand names in the | 
advertising. I notice it because 
often I don’t know what the prod- 
uct is and the ad doesn’t tell me.| 
Now in the U. S., we go in hee ik j' +! 
for reason-why advertising. Maybe | 
we’re both wrong. Perhaps British 
advertisers could profitably use 
more reason-why and U. S. adver-| Money Plus Accomplishment 
tisers could put more emphasis on| It is highly unlikely that all 
these millions of women work 
solely for the money involved. 
particularly important in commer-|They do it because they enjoy 
cial television. Otherwise the view- | Working, because they find mental 
er says afterwards: “It sure looks |49d emotional satisfaction in solid 
good. I'd like to get one of them. | @ccomplishment. 

Wonder what it’s called?” After all, you can’t give women 
—Norman Best, senior vp, Erwin,|the same education that men re- 
Wasey & Co., Los Angeles, during a| ceive and not expect them to use it. 
London news conference 

—Oliver G. Willits, chairman of the 


board, Campbell Soup Co., speaking at 
Hood College, Frederick, Md. 


Full House 


Every time we see one of those 


Getting the brand name across is 


Comment on H.R. 7 
{In April] when the income tax 
deadline rolled around, I read in 
the papers about a corporation ; ; 
which attached to its tax return a| heavily stocked refrigerators on a 
little note which read: “Ours is alt¥ commercial, we assume the 
non-profit-making organization. | OWers are expecting a = 
We didn’t plan it that way; but | have loaded the “reefer” for a long 
that’s the way it worked out!” | holiday weekend. 
Well, I am perfectly sure that| pray yi 


“All Sorts” col- 


umn in the Boston Globe. 


Advertising Age, September 2, 1957 


Rough Proofs 


The official announcement said 
DeWitt O’Kieffe has been named 
vp of creative planning of the Leo 
Burnett Co., but he’s still Jack to 
you. 


“New Gillette division sets test 
of cough remedy,” the headline 
says. 

Research probably reported that 
there are just as many potential 
coughers as owners of light, regu- 
lar and heavy beards. 


The American Medical Assn. 
says that flavonoids are worthless 
in the treatment of disease, includ- 
ing colds. 

But the final word will still 
have to come from the FTC. 


Schenley is planning a $5,000,- 
000 advertising campaign to pro- 
mote its holiday lines, and Santa 
Claus is going to have trouble get- 
ting all those fancy gift-wrapped 
decanters into his Christmas pack. 


“The big change in Nixon,” says 
Look, “could make him president.” 

Only problem is that California 
may have to decide between at 
least two favorite sons. 


“The soft drink business,” re- 
ports the Chicago Tribune, “is 
largely controlled by the teen age 
set.” 

Just when do they start asking, 
“What’ll you have?” 


“What happens when you catch 
a lady’s eye?” ask Reader’s Digest. 
It depends a lot on the lady. 


Jack W. Minor, Plymouth sales 
vp, says his division is shooting 
for the No. 2 sales spot in ’58. 

And he’s hoping the customers 
continue to look at all three. 


A jewelry chain looking for an 
advertising manager says, “Jewel- 
ry experience not essential.” 

Of course it will help if he 
knows why poets lay so much 
emphasis on moon and June. 


Susie the sociable secretary says 
she sees Mojud hosiery has an- 
nounced a safe driving contest, and 
she’s sure every girl knows the 
only safe way for a boy to drive 
is with two hands on the wheel. 


| 
| 


The big excitement in New York 
over department store sales of 
slightly used raccoon coats may 
send nostalgic oldsters to rummag- 
ing attics for slit skirts and peg- 
top trousers. 


After the New York Giants 
make their move to San Francisco, 
it may be possible actually to see 
a polo game played at the Polo 
Grounds. 


Copy Cus. 
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ft B FISHING-NUMBER ONE 
LE/SURE-TIME RECREATION 
FOR BUSY M/AMIANS 


*, 


Manufacturing is UP, for example. Industry among the swaying coconut palms. 148 


new plants, 24,000 more jobs, $75,000,000 in added payrolls last year. Fastest-grow- 
ing manufacturing area in U.S.A., says Department of Commerce. Just another facet 


of surging, dynamic Greater Miami . . . now FIRST in retail sales per family among 
ALL billion-dollar markets. 


What’s up in Miami? EVERYTHING! 


NOTHING UNDER THE ae 


SUN covers Greater Miami Che Mi ine 
auaml 


and the Florida Gold Coast like 


bt Bibi Reaches 91% of Greater 


Miami's 2-paper audience. Ex- 


rald clusive home-penetration 7 tol. 


; a 


NEW! 1957 STUDY "TOP TEN BRANDS" 


Fer your free copy write The Miami 
Herald, or ask the man from 


STORY, BROOKS & FINLEY 
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Another true-to-life story about some make-believe characters 


Why did zoom 
fail to zip 


in Chicago? 


"Dheddous Q. McAllister dreamed of growing a red beard, retiring 


to an Andorran mountain top and writing 465-page novels about African safaris. 


But being a family man with family responsibilities, he kept his head 
z-=-2 


eg 


on the old copy block (and his fingers on the bi-monthly 


paycheck) at Peter, Peter, Plompkin & Eater, Specialists in Plain & Fancy Advertising. 


But Thad was so good at captions, copy, cross-pollinating and such, 


that soon he was appointed ‘“‘Account Executive’? (which means he wrote memos 


instead of memorabilia). And one day he wrote a two-page, single-spaced dandy about 


> 


a new advertising strategy for the Goil Gasoline & Oil account. 


Now Thad, being an ex-officio copy writer, admittedly knew more about 


adjectives than additives. But he had a hunch that most motorists cared more about 


free H,O, cleanliness and convenience, than C,H,, and combustion agents. But 
= 
he was hard pressed = for proof. 
And that was when old Guess-Who, otherwise known as Joe, of the 


Chicago Tribune, came to the rescue. 


It just so happened that Tribune gumshoes had recently pried into 
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gasoline buying in the Chicago area and exposed these rather inflammatory facts: 


Motorists know that gasoline makes cars go, but only 20%, of them have the foggiest 
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like “‘clean-burning”’ and “‘no lead-fouling”’ leave them cold. 72% think there is little 


or no difference among gasolines and that one brand is about as good as another. 


87% say that high octane is a good thing, but they have no idea what octane 


is or does. More than 80% of those interviewed care little or nothing about 
fui] 


winterized fuels. And when asked to explain what they do, 32% 
admitted they didn’t know; 57% said that they prevented freezing. 


“Power” and “‘zoom”’ themes for gasoline advertising shouldn’t be used 


_ 


indiscriminately. While this approach may appeal to the hot rod 
and sports car set, it also arouses some fears about gasoline’s explosive nature. 
What 4 factors do influence a motorist’s gasoline purchases? In the first 


place, he buys the company, not the gasoline, and looks for a trusted, reliable 


reputation. Next he looks for clean, convenient stations, 


friendly, efficient dealers and is influenced by warm, sharp brand symbols. 

Now none of these facts came as a big surprise to Thad. But they did 
document and reinforce his personal hunches. And serve as invaluable source material 
for his two-page, single-spaced memo on new advertising strategy for Goil Gasoline. 

What happened next? Agency big-wigs and the baldpates Doo 
from Goil Gasoline & Oil were so impressed with Thad’s memo that soon he was 
appointed “Vice President.’’ (And his chances of getting to grow a red beard, 


retiring to an Andorran mountain top and writing 465-page novels about African 


grow slimmer and slimmer and slimmer.) 


Now maybe you sell overshoes or overcoats instead of octane, but if you 
want to test or document your personal hunches on how to sell more of them in 


Chicago, call on Joe. Nobody knows Chicago like the Tribune. Nothing sells Chicago 


like the Tribune. And Joe’s the joe to give the facts to you. 


Chicago Tribune _ shy 


THE WORLD'S GREATEST NEWSPAPER 
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Columbia Boosts Ferguson 


Robert S. Ferguson, formerly 
assistant to the director of adver- 
tising, publicity and exploitation 
at Columbia Pictures, New York, 
has been named director of adver- 
tising, publicity and exploitation 
for Columbia, succeeding Howard 
Le Sieur, who resigned. 


Street & Smith Names Mack 
Joseph Mack, formerly manager 
of the sales promotion department 
of McCann-Erickson, has been 
named advertising sales promotion 
director for all Street & Smith pub- 
lications, a new post. Miss Niki 
Hart has resigned as sales promo- 
tion manager of Mademoiselle. 


| RCA Names Mitchell. Hopkins |Reyere, Wollensak 


| Thompson H. Mitchell, presi- 
ident, RCA Communications, has 
'been named to the additional post 
|of general manager, telecommu- 
nications division, New York. 
|A. R. Hopkins, formerly manager | 
lof the commercial electronic mar- | 
keting department, has been ap- 
pointed manager of the industrial 
electronic marketing department. 


Becker to Levy & Fryer 

James Becker, formerly with 
Sam’l Gabriel Sons & Co., has 
been appointed director of mer- 
chandising and advertising for 
Levy & Fryer Inc., New York, 
national toy sales organization. 


35% of all 


Excerpt from Starch 51st 
vonsumer Magazine Report: 


glls Magazine households 
surveyed spent more 
than $500 for wearing apparel 
during the past 12 months. 
This is exceeded by only 4 
of the 54 magazines 
appearing in the 
report. 


1,180,296 Elks comprise a 

mass market with class incomes 
the median of which is $6,050. 
The Starch 51st Consumer 
Magazine Report gives the 
complete picture. Just write or 
phone to see a copy. 


MAGAZINE 


New York + Chicago + Los Angeles + Portland, Ore. 


| vertising for G. W. Carnick Co., 


Join Kodak, B&H in 
Ending Fair Trade 


Cuicaco, Aug. 27—Revere Cam- 
era Co., Chicago, and bt greed 
Optical Co., Rochester, N. Y., last 
week followed the lead of Eastman 
Kodak Co. and Bel! & Howell Co. 
in discontinuing fair trade policies. 

Both camera manufacturers have | 
notified their dealers that effec- 
tive Sept. 3 this year, they are 
terminating all fair trade agree-| 
ments. 

Jack Briskin, Revere president, | 
in annoucing the decision, said that | 
although “Revere has long been 
among the leading exponents of 
fair trade,” and therefore enforced 
agreements entered in all states| 
having fair trade laws, at present | 
fair trade agreements are unen-| 
forceable in 17 states and the Dis- | 
trict of Columbia. Revere feels, 
he said, that fair trade has become | 
unfair to dealers in fair trade| 
states. 


| 


® In a similar letter to dealers, | 
Edward A. Springer, Wollensak | 
| president, said his company has | 
“reluctantly decided to discontin- | 
|ue its fair trade program, in spite 
of advantages to Wollensak be- 
| cause instead of benefiting dealers, 


|a vigorous fair trade program) 
hurts them.” 
Both Eastman and Bell & 
|Howell discontinued their fair | 


trade policies early this year (AA, 
Jan. 7, Jan. 29). = 


| Shaller-Rubin Adds One 


Shaller-Rubin Co., New York, 
has been appointed to handle ad- 


Newark, manufacturer of ethical 
| pharmaceuticals. A. D. Norbeck Co. 
is the previous agency. Shaller- 
Rubin also has appointed Howard | 
Englander, formerly an instructor 
in sales promotion at ‘the Wharton 
school of the University of Penn- 


|sylvania, to its copy staff. 


WKIX and WKIX-FM Sold 

Sir Walter Television Co., Ral- 
eigh, N.C., has sold radio stations 
WKIX and WKIX-FM to Ted 
Oberfelder Broadcasting Co., New 
York, subject to FCC approval. 
Mr. Oberfelder, formerly a vp of 
American Broadcasting Co., plans 
to take personal charge of the 
tions in Raleigh. 


THE INQUIRING ADVERTISER: 


‘Is It True What They 


Mr. Ferguson: So, just as WDIA occupies a unique 
position as a powerful sales force in the Me ar 
obviously the Memphis Negro occupies a unique position 
in the area’s booming economy. 


Mr. Pepper: This is the era of the diversified South . . . 
with a sound, prospering economy based on commerce 


emphis area, 


and industry as well as agriculture. 


to this region. 


Say About Memphis?” 


Answered by John Pepper and 
Bert Ferguson, owners of 
Radio Station WDIA, Memphis 


QUESTION: Is it sible that I can actually reach 
over 40% of the Memphis trading area as a unit... 
through just one medium? 


Mr. Pepper: Yes, it’s true what they say about Memphis: 
that WDIA literally reaches the entire Negro opulation 
in this trading area—which makes up over hot of the 
Memphis market! 


Mr. Ferguson: By programming exclusively 
to the Negro, WDIA occupies a unique posi- 
tion as a high-powered sales force in the 
Memphis area. Its all-Negro staff couples 
powerful personal appeal with hard-hitting 
salesmanship ... and the Negro responds 
with racial pride and staunch loyalty, to 
support the products advertised on his station. 


Mr. Pepper: The only 50,000 watt station in the Memphis 
area, WDIA combines power, coverage and following as 
no other medium can .. . to dominate 
commercial contact with the 1,237,686 
Negroes within its radius. That's almost 
one-tenth of the Negro population of 
the United States . . . delivered to you 
as a unit! 


Mr. Ferguson: Yes—and it’s a sales re- 
msive audience with a buying power 
of well over half-billion dollars! 


Mr. Pepper: Negroes in the Memphis 
market, with an earning power of $616,- 
294,100 last year, spent, on the average. 
80% of this income on consumer g ! 


buying 


the country! 


Company 


Mr. Pepper: According to a 129-cit 
the country’s largest corporations, 
in ratio of total N 
phis Negro has $28.79 of income for every $100 of white | 
income. That’s quite a contrast with $7.89 of Negro 
income for every $100 of white income in Chicago .. .| 
$8.72 for every $100 in Philadelphia! 
Mr. Ferguson: The Negro’s marked and sustained ad- | 
vance in earning power manifests itself in his purchase 
of consumer goods. This Memphis market buys 63.8% of 
the flour sold in Memphis .. . 43.5% of the canned meat 
. .. 41% of the packaged soaps and detergents! | 
Mr. Pepper: WDIA creates high-volume sales and profits 
for over 200 advertisers, far more than any other radio | 
station in Memphis. Take it from such year-round, year- 
after-year advertisers as Kellogg Corn Flakes, Gold 
Medai Flour, Camel Cigarettes and Bayer 
Aspirin —it’s true what they say about 
Memphis .. . ! 
Mr. Ferguson: WDIA can act as a high- 
wered sales force for you. Write us... 
et us know what product you want to sell. 


Mr. Pepper: We'll send you facts and fig- 
ures spe | how 
40% of the Memphis market to you ... as a unit! 


WDIA is represented nationally by John E. Pearson 


Commercial Manager, Harold F. Walker 


More and more industry is moving 


Mr. Ferguson: And the Negro has tg 
become a vital factor in the Memphis <““s4s*%3 

area’s growth. He is elevating his e 

standard of living, his income, his 

wer. He has a far higher 

comparable income than Negroes in any other area in 


survey by one of 
, Memphis ranks first 
‘© to total white income. The Mem- 


and WDIA! 


can deliver over 


Advertising Age, September 2, 1957 


Getting Personal 


It will be an October wedding for Margaret Flynn, daughter of 
F. M. Flynn, publisher of the New York Daily News, and Hiram 
Frederick Moody...It was 
an Aug. 10 wedding for 
Mary Louise Lusk, daughter 
of Robert E. Lusk, president 
of Benton & Bowles, to Wil- 
liam C. Ughetta... David M. 
Segai, president of Mid- 
America Broadcasters, was 
married recently to Jeanne 
H. Shwayder... 

Making nautical history, 
Cleveland House & Home 
salesman Jack Moffly was 
one of a four-man crew on 
the “B” Class yacht “Gal- 
liard” which won the 7th 
biennial Marblehead-Halifax 
race and set a new record 
(46 hours, 54 minutes, 52 
seconds) for the 365-mile 
course... 

Howard Holderness, a di- 
rector of the Jefferson 
Standard Broadcasting Co., 


= es 


WHO EVER?—The lad in charcoal 
gray is Sam Vaughan, once ad 
manager and now sales manager 
of Doubleday & Co., New York, 
who has written a children’s book 
called “Who Ever Heard of Kan- 
garoo Eggs?” The book was in- 
spired by an ad campaign run by 
Qantas Empire Airways (Cun- 
ningham & Walsh) in The New 
Yorker. 


has been named state cam- 
paign chairman for the Unit- 
ed Community campaigns of 
North Carolina... Edgar A. 
Fricke of the film editorial 
staff of Transfilm, and Linda 
Gigante were married in 
New York on Aug. 17... 
Marce Mayhew, art direc- 
tor on the Prudential and 
Berlitz accounts at Reach 
McClinton, New York, has 
illustrated an article on chil- 
dren for the October issue of 


Family Magazine... 

James V. O’Gara of AA’s New York editorial staff is the author 
of an article on Abercrombie & Fitch, “The Store that Sells Dreams,” 
in the September issue of Coronet... 

Mark J. Greenberg of Esquire Inc. was married to Sheila Glatzer 
of Flushing, N. Y., on Aug. 24. Mr. Greenberg handles circulation 
promotion for Coronet... 

Joan Stapleton, of Moss Photography, who served as the San 
Francisco Adclub’s Lei Day Queen, was married Aug. 17 at St. 
Agnes Church, San Francisco, to Robert B. Rockwell... Rilea W. 
Doe, vp of Safeway Stores Inc., Oakland, has been appointed a mem- 
ber of the U. S. Trade Mission to Yugoslavia and will spend six 
weeks in that country, with much of it at the International Trade 
Fair in Zagreb where the U. S. exhibit will be a fully stocked 
supermarket, the first to be seen in a Communist nation... 


. 


FAREWELL PARTY—Left to right are Earle D. Bottom, president, Uni- 
versal Tractor Co., Richmond, Va.; H. Clay Doss, former vp of Out- 
door Advertising Inc.; John L. McQuigg, vp, J. Walter Thompson 
Co.; Charles R. Beacham, general sales manager, Ford division, 
Ford Motor Co.; and Howard B. Sweeney, vp and regional mana- 
ger, OAI, Detroit, at recent farewell party for Mr. Doss on his re- 
tirement. Previous to joining OAI, Mr. Doss was vp in charge of 
sales, Nash division, American Motors Corp., and before that he 
was general sales manager of Ford Motor Co. 


Joel Goldfus, of Batten, Barton, Durstine & Osborn, San Francisco, 
was married Aug. 31 in New Haven, Conn., to Helen Weissfeld, a 
New Haven nurse... 

Donald, son of Earle Ludgin (Earle Ludgin & Co., Chicago), will 
be married in October to Sue Keating, a Dover, Del., girl now 
working in Chicago. The younger Ludgin is an editor of the World 
Book Encyclopedia... 

Eleanor Shryock, daughter of James N. Shryock, Audit Bureau of 
Circulations president, will be married in the spring to Lt. Randall 
S. Harris, who is presently serving in the Army in Korea... 

Eugene Zucher, research director of Technical Publishing Co., 
Chicago, is boasting of his new daughter, Barbara Ann, born Aug. 
10. The Zuckers have a son, Kenneth, who is ten...A fifth child, 
Amy Elizabeth, joined the family of Stanley A. Lomas, tv consultant 
of Pound Ridge, N. Y., on Aug. 14... 

Baby notes from Benton & Bowles: Bill Olney, account exec in 
New York, a girl on Aug. 8; Bill Campeau, with General Public Re- 
lations in Los Angeles (a B&B subsidiary), a girl on Aug. 6... 


PPS ee 1a eR oe ee ew a RU EM. oe TOS RAMEE Merete Cam rfc ATE Se Sy ON ee eT ote a | eee nes eit a TS, lle ES a eR Beg a Se Se Gi ARNE URS eel: car amare ol eae I RS kA oe re BN A Ne ee 
eon tae on eer a ae = eRe ies ins Holt tek SY ~ as airs = es ey. el = smack RE a tot a bee i re ey aoe NS . ie ae te, newer alate ae 
er alien get es cn RE i eg me meri y fk: Sree ie ee Se 
mired Ae eee Pe TR ge 2 Perey wane sre sas : bay ob ewrecheareras . peel ee NOS ROE, et a ae ae RE I an qe pai Bhs he i A ae Re ON ss oat tite we a ee 
ee NS EN Ter prem Fe Saar ee aS > SEEMS.) hi; NEO ee ee ae 
=H 
2 fi ol 
eS wii 
| a it 
page 
| : 
: ae 
; es 
: 
a ae 
- : 
” 
po | 
- | 2 
a — 
a en 
_ 
' 
else 5 
les + 
- Po / 
ol - 
< 
a eee q 
i 
a 
23 aah 
a 
og 
5 - 
— ~- 
ap 
; ae = 
> . , a 
| _ T H E Po ; - 7 4 S - 
— f . _ “~ Lad a we 
- 7 Xf WIE 
oe . 
Bs = Ned = ~~ ae : 
2 . , ’ u ; : 
orci ° p \ 
ae | ‘ f 5 ; . 7 =~ : z 
ee ‘ . . \ 
a pe _ ~ . 4 * 
= fg ee - ’ } >” 
=< “a ; ¢ 
oi — 
‘ ‘i i r 
jan | 1 - } ie " oy aT! 4 
a — wee 6 : ill 
or: — , Ree. : Ee . =a 
: 2 ae as i “) ce 2. Be 
ae ek Shem RSS ites > : 
Ee? an ed Si Es 7 Sie 
aa . RA Pes ee - 
7 wae a ee ae 4 ; 
Po " 
ol : oe 
FP = 
i - 
fe: — 
< itt 
= a a oe) 
a Sy 
a Po? 
fi 4 a 
‘*, 
. nen 
— ie 
ie, 
ap , ‘ 
ee oy pd Po a 
es ¥ 1} 
He 18 
a wT ; 
a . E ? * 3 . ee. be P ( 3 ‘ al ~~ . 7 es i i bis . nies ee F 5, 
Be > et et es 7 ese ey ; Sar Sle ae Perea,” ee = : ge + es a rl gir ee eee ee ea rar . 
~ a a EST te tere the : aoe . tree vats: Hee : oy ° a 3 he ; e ok pees se a laps St BH acta ee 2 j % 
De ee i pice F F et eee 2 F 42s : 4 ence due ye A Tae © age y ‘ . Cnn Yer ot > ge ae 5 ait ; 
i ge ; oe. f GAP Bes Pes ee So es Cl Tae el ae ve ei meng eee ee “a go aes i 
4 ee Wie me), Ce BOT ® a a ee ae ee pheno Sky RRMA tae oe ee PAS yen S ae ay. ok kN she : b i ee oS ae oer ne 


& ; ’ -™ 


THE NEWES 


becomes a 


WEEKLY 


' engineering edition 


7 | _— JANUARY 1, 1958* 


*reaching 52,000 paid subscribers 
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27 Years of Publishing Provide 
the Necessary Background for 


Continuing Leadership... 


From 1951 through 1956 electronics was America’s 


largest monthly magazine in terms of advertising 
pages sold. 


During 1957 electronics published two Business 
Editions each month in addition to the regular 
monthly Engineering Edition. This additional 
service was based on an understanding of the in- 
dustry and on research which had proved that 


engineers needed business information — and in 


greater frequency than once a month. 


Now electronics is again increasing its service to 
subscribers and advertisers by providing the most 
complete editorial package available in the field. 
Starting in January, 1958 electronics will be pub- 
lished once a week with alternate Engineering and 
Business Editions. Since each Engineering issue 
will also contain a summary of business informa- 
tion, subscribers will be provided with timely news 
at weekly intervals. 


electronics is a horizontal magazine penetrating 
the fields of production-design-use and business 
in direct proportion to the requirements of the 
industry (screened subscribers buy it in propor- 
tion to their needs) .. . electronics reaches the 
important people who buy electronic components, 
materials, and services. 


In 1958 it will take 52,000 circulation 


Tangible Evidence 
of a Growing Need... 


electronics bases its policy decisions on facts sifted 
through a 20-man sales force; on 27 years of leadership; 
on evaluation of READEX Reader Interest scores; on 
McGraw-Hill Reader Traffic Studies; on the Editor’s 
continuous polling of his readers; on special projects by 
the McGraw-Hill Research Department conducted by 
both personal interviews and direct mail. 


The evidence accumulated in these surveys leads to a 
single conclusion: that a weekly publishing plan — 
providing engineering and business editorial coverage 
— is demanded by electronics subscribers! 
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electronics 


OFFERS COMPLETE SERVICES 
FOR TAKING SALES MESSAGES 
TO $6.914-BILLION 

MARKET * 


*At-factory sales of electronic 


equipment and replacement parts 


EDITORIAL STAFF, 1958! This full-time editorial board is com- 
prised of twenty-five specialists, backed up by McGraw-Hill’s 
world-wide news service with offices in principal cities through- 
out the U.S. and abroad (except for Iron Curtain countries) . 
Individual editors shown devote full time to electronics in New 
England, the Chicago area, and the West Coast. 


electronics BUYERS’ GUIDE, published in mid-June, lists over 4,000 
electronic and allied manufacturers for 1957, their products and 
services. Advertisers’ names are bold faced in the product listings. 
The page number is given for their specially prepared catalog 
type advertisements. Purchasers turn to this authoritative vol- 
ume for where and what to buy. 


READER SERVICE CARDSare forwarded daily to manufacturers and 
agencies. READEX is a measurement of Reader Interest, the 
results of which verify editorial policy and offer benefits to ad- 
vertiser and agency. Printed READEX Reports are available 
on request. 


MANUFACTURERS’ REPRESENTATIVES LISTS are kept on file in all 
branch offices, containing extensive up-to-date information on 
lines carried, territories, personnel, warehousing facilities, etc. 
Over 1,000 manufacturers’ representative firms are question- 
naired each year. (Manufacturers’ representatives account for 
over 80% of electronic sales. ) 


MARKET DATA going back over the years is cross-indexed in 
electronics files to offer the most complete statistics available for 
electronic and allied products. Industry requirements are pro- 
jected into the future as a regular service by the electronics 
Research Department. 


ELECTRONIC MARKETS” is published by the Business Depart- 
ment each month to interpret electronics for advertising, sales, 
and management people interested in the future of the electronic 
industry. 


AVAILABLE FOR THE ASKING! 


Comparative Readership Surveys 
Buying Influence Surveys 

Product Recognition Surveys 
Convenient Publishing Cycle Chart 
Latest ABC Statement 

1958 Rate Card 
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RATE PER THOUSAND 


52-page rate 
$740 


39-page rate 
$760 

26-page rate 
$780 


17-page rate 
$805 

13-page rate 
$815 

8-page rate 
$830 


6-page rate 
$835 


4-page rate 
$845 

1-page rate 
$8 


1 Time 
573.34 
286.67 


2/3 page 
1/3 page 
1/6 page 
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Complete plates — Three weeks prior to date of issue 


143.33 


Fractional Frequency Rates 
13 Times 
553.34 
281.67 
143.33 


26 Times 
536.66 
276.67 
140.83 


6 Times 
536.34 
286.67 
143.33 
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Copy to sei — Four weeks prio: to date of issue 


electronics REPRESENTATIVES 


ATLANTA (® 
BOSTON (16) 
CHICAGO (11) 
CLEVELAND (15) 
OAMAS (1) 
DENVER (2) 


360 Park Square Bidg., Hubbard 2-7160 


1510 Hanna Bidg., Superior 1-7000 
The Vaughn Bidg., 


1301 Rhodes-Haverty Bidg., Jackson 3-6951 
520 North Michigan Ave., Mohawk 4-5800 


1712 Commerce St., Riverside 7-6117 
Mile High Center, 1740 Broadway, Alpine 56-2581 


10S ANGELES (17) 
LONDON E.C. < 
MEW YORK (36) 

PHILADELPHIA (2) 
PITTSBUROM (27) 

SAN FRANCISCO (4) 


1125 West Sixth St, Madison 6-4323 

McGraw-Hill House, 95 Farringdon Street 

500 Fifth Ave., Oxford 5-60590 

Architects Bidg., 17th & Samm Sta., Rittenhouse 6-0670 
$19 Oliver Bidg., Atlantic 1-4707 

68 Post St., Douglas 2-4400 
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A McGRAW-HILL PUBLICATION, 330 WEST 42nd STREET 
NEW YORK 36, NEW YORK 
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Coming 
Conventions 


tative, 


| Severin Joins NARTB | Caravel Builds Studio 

| Russ Severin will join the Na-| Caravel Films, motion picture 
tional Assn. of Radio & Television | producer for tv, business and gov- 

Broadcasters as southern represen- | ernment, will open a new film pro- 

succeeding Barney Ogle,|duction center in October. The 
who resigned to join Hamilton, | studio, being built at a cost of $1,- 

| Stubblefield & Twining, station | 000,000, will be located at 20 West 


*Indicates first listing in this column. | broker. Mr. Severin formerly was|End Ave., New York. Caravel’s 
Aug. 28-31. Affiliated Advertising Agen-|on the staffs of WTAR-TV, Nor- | studios in Long Island and Hemp- 
cies Network, annual meeting, Jackson, | fojk, Va.; WXEX-TV, Petersburg, |stead will be kept open for film 


Miss 


Sept. 7-10. Mail Advertising Service | V@-> 


KRCG-TV, Jefferson City,| production, but its offices and per- 


Assn. International, Sheraton Park Hotel,| Mo.; KWTV, Oklahoma City, and sonnel will move to the new cen- 
Washington, D. C. KRCA, Hollywood. ter. 


Sept. 10-13. Direct Mail Advertising 


Assn., 40th annual convention, Sheraton 
Park Hotel, Washington, D. C. 

Sept. 11-13 Newspaper Advertising 
Managers’ Assn. of Eastern Canada, an- 


nual convention, Mount Royal Hotel, 
Montreal 

Sept. 11-14. International Advertising 
Assn., 2nd_ International Advertising 


Conference in Europe, at Scheveningen 
(The Hague), Netherlands. 

Sept. 17. Magazine Publishers Assn., 
Waldorf-Astoria Hotel, New York 

Sept. 17-18. National Business Publica- 
tions, New York, regional conference, 
Waldorf-Astoria Hotel, New York. 

Sept. 18-20. National Industrial Confer- 
ence Board, 5th marketing conference, 
Waldorf-Astoria Hotel, New York. 

Sept. 22-25. Second annual Newspaper | 
ROP Color Conference, sponsored by 
American Assn. of Newspaper Represent. | 
atives, Advertising Agency Production 
Men's Club of Chicago and the Art Di- 
rectors’ Club of Chicago, Sheraton Hotel, 
Chicago. 

Sept. 26-28. Pennsylvania Newspaper 
Publishers’ Assn., annual convention, 
Penn Harris Hotel, Harrisburg 

Sept. 26-28. Advertising Federation of 
America, Tenth District, El Paso, Tex 
Sept. 29-Oct. 4. Financial Public Rela- 
tions Assn., annual convention, Edge- 
water Beach Hotel, Chicago | 

Sept. 29-Oct. 4. Newspaper Food Edi- 
tors Conference, Drake Hotel, Chicago | 

Oct 7-8 National Business Publi- | 
cations, Chicago Regional Conference, | 
Drake Hotel, Chicago. 

Oct. 10-12. Advertising Federation of | 
America, Seventh District, Memphis, | 
Tenn } 

Oct. 10-12. Midwest Advertising Agency 
Network, Columbus, O 

Oct. 11-14. American Assn. of Adver- 
tising Agencies, western region, Sun Val- 
ley, Ida 

Oct. 13-15. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. | 

Oct 14-15 Agricultural Publishers 
Assn. annual convention, Chicago Ath- 
letic Assn 

Oct. 16. Associated Business Publica- 
tions, midwest conference, Drake Hotel, 
Chicago 

Oct. 16-18. Audit Bureau of Circula- 
tions, 43rd annual meeting, Drake Hotel, 
Chicago 

Oct. 17-18. American Assn. of Adver- | 
tising Agencies, central region, Sheraton- 
Blackstone Hotel, Chicago 

Oct. 17-18. Market Research Institute, 
6th biennial meeting, Leamington Hotel, 
Minneapolis 

Oct. 17-19. Advertising Federation of 
America, Third District, Norfolk, Va 

Oct. 21-22. Boston Conference on Dis- 
tribution, Hotel Statler, Boston 

Oct. 27-29. Central regional meeting 
National Newspaper Promotion Assn., 
Faust Hotel, Rockford, I!!! 

*Oct. 28-29. New England Newspaper 
Advertising Fxecutives Assn., University 
Club, Boston 

Oct. 28-30. Assn. of National Advertis- 
ers, fall meeting, Chalfonte-Haddon Hall 
Hotel, Atlantic City, N. J 

Nov. 1-2. Broadcasters Promotion Assn., 
annual convention, Hotel Sheraton, Chi- 
cago 

Nov. 1-3. Midwest Intercity Conference 
of Women’s Advertising Clubs, AFA, Des 
Moines 

Nov. 10-14. Outdoor Advertising Assn 
of America, 60th annual convention, Jung 
Hotel, New Orleans 

Nov. 11-13. Southern Newspaper Pub- 
lishers Assn., 54th annual convention, 
Boca Raton Hotel and Club, Boca Raton, 
Fla 

Nov. 14. Advertising Research Foun- 
dation, third annual conference, Hotel 
Plaza, New York 

Nov. 19-20. American Assn. of Adver- 
tising Agencies, eastern region, Roose- 
velt Hotel, New York 

Nov. 22. American Assn. of Advertising 
Agencies, East Central Region, Detroit 

April 8-12, 1958. National Business Pub- 
lications, spring meeting, The Green- 
brier, White Sulphur Springs, W. Va 

May 5-7, 1958. Assn. of Canadian Ad- 
vertisers, 43rd annual convention, place to 
be announced 

June 8-11, 1958. Advertising Federation 
of America, 54th annual convention, Hil- 
ton-Statler Hotel, Dallas 

June 24-26, 1958. American Marketing 
Assn., annual convention, Harvard School 
of Business Administration, Boston 

June 29-July 2, 1958. Newspaper Ad- 
vertising Executives Assn., The Broad- 
moor, Colorado Springs, Col 


‘Scholastic’ Names Two 

Eugene A. Gatterdam, formerly 
with Redbook, has joined the sales | 
staff of Scholastic Magazines, New 
York, and Clayton C. Westland Jr., 
on the sales staff of McCall’s, will 
join the publication’s sales staff 
Sept. 3. | 
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_Mosinee Appoints Buchen of advertising and public relations. 
Mosinee Paper Mills Co., Mo-|He joined Formfit two years ago 

sinee, Wis., has named Buchan Co., |@8 advertising director. 
Chicago, to handle its advertising, | 
effective Jan. 1. The company | 
manufactures specification sulfate | 
papers used in manufacturing and 
packaging industries. Klau-Van 
Pietersom-Dunlap is their agency. 
| 


Formftit Elects Baum VP 
Formfit Co., Chicago, has elect- 
ed Arthur H. Baum vp in charge 


HOOPEK — PULSE — NIELSEN 


You always sell MORE NEW CARS 


where more 


When you sell anything it’s important to know 
exactly who is your best prospective customer. In 
Greater Cleveland most new cars sold last year were 
delivered to homes in the economic sectors of 
Cleveland where the Plain Dealer is most widely 
read. Sales of new cars in the 26 adjacent counties 
(covered by the Plain Dealer) were equal in dollars 
to the Cleveland market. 


people can afford to buy them 


The whole Cleveland market is one of the most compact 
in America. Your Plain Dealer advertising reaches your 
Cleveland customer and gives you the very real bonus of 
26 adjacent counties, to boot. 

If you'd like to know more about how new cars are sold 
in Greater Cleveland, write for our Automotive Report. It 
details sales by MAKE, MODEL, DEALER AND AREA 
and may be helpful to you in planning promotion on the 58s. 


The Plain Dealer sells two great 
RETAIL MARKETS Cteveland*2% billion 


26 adjacent Counties $9 billion 


TOTAL *4"%, billion 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES* | 
CLEVELAND 26 ADJACENT Tor 
COMMODITY CUYAHOGA COUNTY COUNTIES pola 
(000) (000) ) 
Total Retail Sales 2,247,897 1,999,804 4,247,701 
Retail Food Sales 549,318 484,163 1,033,481 
’ il | 
Automotive 382,082 390,920 773,002 
each of 36 entire states Gas Stations 120,031 157,081 277,112 
Furniture, Household Appliances 124,695 102,572 227,267 
and the ONLY (Source, Sales Management Survey of Buying Power, May 10, 1957) 
Akron, Canton and Youngstown's Counties are not included in above Sales. 
Cleveland Newspaper that 


sells this WHOLE MARKET is... The Cleveland Plain Dealer 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, 
San Francisco and Los Angeles. Member of Metro Sunday Comics and Magazine Network. 
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Agricultura — 


de las Américas 


REACHES THE RICHEST 
FARMERS IN THE WORLD 


The important ranchers and planters of Latin America 


Hundreds of manufacturers—who at one time confined their promotion to U. S. farmers 
—are making big sales in the booming farm markets of Mexico, Central and South 
America. They rely on Agricultura, because it delivers the leading audited on-the-farm 
circulation . . . stresses U. S. products . .. demonstrates the latest and best in farming 


WRITE FOR MARKET AND MEDIA FOLDER 


Agricultura de las Americas 


“The Magazine of Modern Farming for Latin America” 
1014 WYANDOTTE ST., KANSAS CITY 5, MO. 
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| and its financing, will be completed 
|}at a meeting next month after the 
|Japanese representatives discuss 
| them with members of their tuna 


Plans $700,000 Ad 
Campaign for Tuna | — and the Japanese govern- 


Los ANGELEs, Aug. 27—A joint | 
committee of U.S. and Japanese|# M. J. Gorby, president of the 
tuna packers has agreed on an. California Marine Curing & Pack- 
unprecedented cooperative promo-| ing Co., was named chairman of 
tion campaign to expand the U. S.| the U.S. group and to the executive 
market for tuna calling for a|committee along with D. P. Loker, 
$700,000 budget for advertising,| vp of Star Kist Foods, and W.B. 
promotion and public relations. Dugan, vp of Van Camp’s Sea Food 

The action followed preliminary | Co. 
meetings at which a represent- | There is considerable  back- 
ative of the Interior Depart-| ground to the proposed joint cam- 
ment’s commercial fisheries bureau | paign. For many years U.S. tuna 
presided. The group named a joint! packers have sought relief through 
committee of five representatives | higher tariffs from the importation 
of each country’s tuna industry,|of low-cost canned tuna from 
and an executive committee of| Japan, but have obtained little 
three representatives of each| encouragement from the U.S. gov- 
country. The existing Tuna Re-/| ernment. Imported canned tuna is 
search Foundation, the educational| reported by industry sources to 
arm of the California Fish Can-| account for approximately 15% of 
neries Assn., will administer the | U.S. tuna consumption. 
promotion. | On the other hand, the importing 

Final details of the promotion,| of frozen tuna, which accounts for 


U.S.-Japan Group 


Now... more than ever 

THE OREGONIAN 

IS THE CIRCULATION 
LEADER in Portland 

and its Retail Trading Zone! 


Ss) 


Whatever the message . . . news 
or advertising...more people 
read it in The Oregonian. 
Today, more than ever before, 
The Oregonian is the dominant 
news and advertising medium in 
Portland, in the Portland retail 
trading zone, and the entire 
Oregon Market (all of Oregon 
and seven Southwest Washing- 
ton counties ). 


about 25% of U. S. consumption, 
has not been objected to by pack- 
ers because they have canned it for 
sale. The principal objections to 
|this type of import have been 
| registered by U.S. tuna boat oper- 
ators and their crews, which usual- 
ly work on a share-of-the-catch 
arrangement. 


® Industry leaders say they hope 
a successful promotion to increase 
tuna consumption will greatly re- 
duce the strain upon U.S. fisher- 
men and packers and minimize a 
potential trouble spot in U.S.-Ja- 
pan trade relations. 

No agency has been named to 
handle the promotion. J. Walter 
Thompson Co. is the agency for the 
Tuna Research Foundation, which 
has done no media advertising this 
year and had a very small schedule 
in two magazines last year. = 


Ptizer Buys Morton-Withers 

Chas. Pfizer & Co., New York, 
chemical and drug manufacturer, 
has acquired Morton-Withers 
Chemical Co., Greensboro, N.C., 
producer of chemical specialties 
for the petroleum, rubber and 


plastics industries. The company 
will be operated as a subsidiary of 
Pfizer with no changes planned in 
management or personnel. The ac- 
quisition marks Pfizer's entry into 
the expanding petrochemical field 
and “is in line with the company’s 


program of diversification.” 


Portland & 
Total Trading Zone 
Circulation Portland Lead lead Total Lead 
_ THE DAILY © 
use pias 232,338 £410,108 19,253 51,128 
7 ’ a é 
peewee 296,204 27,667 | 41,747 96,184 GEE! That's the 


1957 
PULITZER PRIZE 
HEYWOOD BROUN 
AWARD 


tHe Oregonian 


PORTLAND, OREGON 


SIGMA DELTA CHI 
REPRESENTED NATIONALLY BY AWARD 
MOLONEY, REGAN & SCHMITT, INC, 


The Dominant News and Advertising 
Voice of the Pacific Northwest 


All figures from Audit Bureau of Circulations 
Publishers’ Statement for 6 months ending 
Morch 31, 1957, 


. 
coffee for me!” 
Commercials on WGN-TV have 
a way of getting results— because 
WGN-TV programming keeps 
folks wide-awake, interested 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems, 


Put “GEE!” in your Chicago sales 


“WGN-TV = 
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Ghée BOSTON 
HERALD-TRAVELER 


increased its national 
linage leadership to nearly 


700,000 
LINES 


for the first six months 
of 1957! 
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now... more than ever 


One Contract 


Delivers the 


>BIG BULK 


The Boston Herald-Traveler 


Represented nationally by GEORGE A. McDEVITT CO., INC., New York + Chicago 
és ¥ philadelphia « Detroit - Los Angeles i 
Special travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Florida |ing a circulation of 7,500. 


, | AANR Sets 15th Food Editors 
Conference Sept. 29-Oct. 4 


j 

The American Assn. of News- 
|| Paper Representatives will spon- 
;;sor the 15th annual Newspaper 
|| Food Editors Conference Sept. 29 
| through Oct. 4 in the Drake Hotel, 
| Chicago. Invitations are being re- 
| stricted to food editors of news- 
papers represented by the member 
! organizations of the AANR. Ap- 
| proximately 
| host individual meetings and func- 
| tions during the week. 

|| James McAnulty, Allen-Klapp 
| Co., is chairman of the conference. 
| 
| 
! 
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‘Funspot’ Makes Appearance 


Funspot, a magazine of amuse- 
| ment management, made its debut 


culation. A product of Billboard 
Publishing Co., New York, the new 
publication is edited for the owner, 
operator and manager of perman- 
ently fixed amusement-recreation 
enterprises. Funspot is guarantee- 


Pittsburgh's 


EWEST Look'! 


serving 


in the nations 


EIGHTH MARKET 


$8,731,815,000 


BLAIR TV 


316,000 watts ERP 


1,237,000 TV Homes] 


with effective buying income of 


WIIC 
CHANNEL 11 


REPRESENTED NATIONALLY BY 


BASIC | ) 


AFFILIATE 


35 companies will | 


with the August issue now in cir- | 


Advertising Age, September 2, 1957 


Housewives Like 
Recipe on Package, 
Nesbitt Study Finds 


| New York, Aug. 27—Recipes 
| featured on food packages are read 
| by more than 80% of housewives, 
| according to a survey conducted by 
| Nesbitt Associates, package and 
product designer. 

| Of 318 homemakers interviewed, 
bee said they generally read the 
recipes on food packages. 46 said 
they rarely notice or read them. 
The survey was made in Chemung 
|}and Westchester Counties, in New 
| York, and in Fairfield County, in 
| Connecticut. 

| 193 of the housewives queried 
|said they generally check the rec- 
ipes because they always are seek- 
jing new ideas for family meals. 
204 women said they use the pack- 
| age recipes because they eliminate 
| the need for reference to cookbooks 
|and files. 

| More than one-third reported 
| they sometimes cut out recipes 
| from packages to add to their own 
recipe files. More than 50% sug- 
gested that recipes appear in larger 
—or at least in more legible— 
print. 


| 44 of the homemakers said they 
|thought it would be a good idea 
‘if the recipe panel were perforated 
|or affixed in such a way as to be 
| salvaged easily from the box. 97 
/'women said the recipes on pack- 
ages should be changed more often. 

Frozen-vegetable packaging was 
|a target for several gripes: 123 
|women complained that the rec- 
| ipes are multilated and hard to 
jread once the housewife has sep- 
jarated the exterior paper wrap 
| from the actual paperboard carton. 
46 women said the recipes should 
be printed on the inner container. 
And more than half the women— 
| 166—said the recipes never specify 
a sufficient amount of water. 

Only 28 women said they could 
jremember sending for free recipe 
| booklets offered by food manufac- 
turers. 83 reported trying a prod- 
uct because a friend recommended 
a recipe on the product’s package. 
79 women recalled they had rec- 
| ommended a product to friends be- 
| cause of a recipe featured on the 
| package. + 


Four Form Avery, Reel 
Agency in Kansas City 

A new Kansas City agency, Av- 
ery, Reel, Holloway & McDonald 
Advertising, has been formed with 
offices in the Carbide & Carbon 
Bldg. Principals, all formerly with 
Carter Advertising Agency, Kan- 
sas City, are James A. Avery, copy 
director and an account executive 
jof the new agency; Roy F. Reel, 
an account executive; Bob Hollo- 
way, art director, and Ward Mc- 
Donald, production and_ traffic 
manager. 

Three of the officers of the Car- 
|ter agency will be associated with 
Avery, Reel, Holloway & Mc- 
Donald in an advisory capacity, 
Charles Carter, Josephine Dahlin 
and Fred Klemp. The new agency 
will serve several of the accounts 
formerly handled by Carter, which 
is withdrawing from the advertis- 
ing agency business. 


CAL READERS 
ERS, VIEWERS 
claims that your agency, 
personnel have committed 
LIBEL, SLANDER, INVASION OF 
PRIVACY OR COPYRIGHT, 

PLAGIARISM. 
FORE it happens, get our unique 
Excess INSURANCE Policy 
an effective and inexpensive cushion 
against these hazards. 


EMPLOYERS REINSURANCE 
CORPORATION 


2. W. Tenth, Kansas City,Mo 
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‘out of four FORTUNE advertisers. 


me 


their general ‘‘opinions”’ is well above the $1.7-billion rate they 
; but also their actual pur- planned for the first half when queried last 
the first survey these plans January. It is also above the $2.8-billion rate 
the strong market that at which they actually purchased 
half of 1956. In early 


he survey indicates 

not expect prices to rise 

d strongly suggests that if they 

ve that they will meet with real re- 
tance. In a new feature of the survey, 
FORTUNE asked how much investors expect- 
ed prices to change. A rise of 7 per cent was 
the average expected by over half of the 
individual investors, in all trading groups, 
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Thermo-Fax Paper Makes 150 
Copies of Labels a Minute 

Minnesota Mining & Mfg. Co., St. 
Paul, has introduced a new 
| gummed and perforated copy paper 
for use with any Thermo-Fax copy 
machine. The new paper allows 150 
mailing labels per minute to be 
copied, the company says. 

According to the 3Ms, the new 
jpaper is designed for addressing 
direct mail pieces, letters, litera- 
ture or packages and can be used 
either as a complete mailing system 
or as a supplementary function of 
an existing program. 


‘Ceramic Age’ Boosts Rates; 
Names Charles Roever 

Ceramic Age, Cleveland, has is- 
sued a new rate card, effective 
Jan. 1, 1958, which increases its 
b&w page rate, one time, from $295 
to $330. The publication has ap- 
pointed Charles S. Roever, former- 
ly with Industry Power, eastern 
advertising manager, with head- 
quarters in New York. 
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TOLEDO 2s the key 7 to the sea 


A great and growing port, already ninth among all ports 


in the U. S., Toledo is the hub of Ohio's third market 
with $1,996,423,000* net effective buying inccme. 


What will it be when the St. Lawrence Seaway is 


key to the sea. 
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TOLEDO’S NEWSPAPERS 


are the key f to this 
great and growing market on the 
St. Lawrence Seaway 


ships. 


The 14-county Toledo Market served by the TOLEDO BLADE 
and TIMES is one of the three top ranking markets in Ohio. It 
is next only to Cleveland and Cincinnati in net effective buying 
income. It is third also in food sales. It is first in farm sales. You 
can open the door to this big, growing, industrial-agricultural 
market if you use the proper key—-the TOLEDO BLADE and 
TIMES. There are no duplicate keys. Send for your copy of 
the 1957 Toledo Market Map. 


completed? Keep your sights trained on Toledo, the 


PORT BRIEFS 


from tne 
PORT OF TOLEDO NEWS LETTER 


Published by The Toledo-Lucas 
County Port Authority 


“The Tide Turns Toward Toledo” was the 
theme of a 40 foot display which gor- 
nered compliments from those who 
attended the week-long National In- 
dustrial Exposition held in New York's 
Coliseum, May 19-24. 
composite of the many advantages 
offered by the Port and the city, was 
sponsored by the Port Authority and the 
Toledo Industrial Development Council. 
Visitors were surprised to learn that the 
Port of Toledo handled 35 million tons 
of cargo in 1956 and more than 5,000 


The exhibit, a 


Erection of a $7 million coal dock, 
lorgest facility in the world for trans- 
ferring coal from railroad cars to boots, 
is underway for the Chesapecke and 
Ohio Railway at the outshore end of their 
present ore unloading slip at Presque 
Isle on Maumee Bay. Scheduled for 
completion in June of 1958, the dock 
was basically designed by C & O en- 
Qineers to load the largest ocean-going 
ships expected to use the Port of Toledo 
upon completion of the Seaway in 1959. 


TOLEDO BLADE Daily ond Suesay. TOLEDO TIMES Mowing 


REPRESENTED aerc-eoeoudyv, REGAN & 


*Sales Management Surrey of Buying Power, May 10, 1957. 


SCHMITT, 


Ine, 


Advertising Age, September 2, 1957 


New Bill Would Bar 
Broadcasters from 
Music, Recording 


WasuHincTon, Aug. 27—The long 
controversy over the control of 
music broadcast on radio and tv 
stations flared up in the senate last 
week as Sen. George Smathers (D., 
Fla.) introduced legislation to pre- 
vent broadcasters from engaging 
in the music publishing and record 
business. 

In a discussion of his bill Sen. 
Smathers made no secret of his in- 
tention of forcing stations and net- 
works to divest themselves of stock 
which they currently hold in 
Broadcast Music Inc. 

Charging that the public is be- 
ing “force fed a brand of music not 
always to its liking,” he said the 
public is frequently deprived of an 
opportunity to hear new and dra- 
matic songs because these songs do 
not come from the right or con- 
trolling organization. 

His attack on BMI was sup- 
ported by Sen. Barry Goldwater 
(R., Ariz.), who claimed the air 
waves have been flooded with “in- 
ferior music” since BMI was 
formed. Sen. Goldwater said Hoagy 
Carmichael, “one of my closest 
friends,” reports he has not been 
able to get a song published since 
BMI was formed. 


= Other senators, including Sen. 
Warren Magnuson (D., Wash.), 
chairman of the Senate commerce 
committee, and Sen. John Pastore 
(D., R.1.), chairman of the sub- 
committee on communications, 
promised hearings when Congress 
reassembles in January. 

Referring to a recent report by 
the anti-trust subcommittee of 
the House judiciary committee, 
Sen. Smathers said 64.2% of BMI 
stock is owned by network affili- 
ates, with networks themselves 
owning 25.6%. Pointing out that 
CBS and NBC also have important 
recording subsidiaries, he said 
ownership in the music publishing 
and recording field, together with 
operation of stations to promote 
the music, represents an “inter- 
locking combination” which is not 
in the public interest. # 


Kniep Names Cooke VP 

Edward S. Cooke has joined 
Kniep Associates, Dover, N. Y., as 
a vp and account executive. He for- 
merly was with Benton & Bowles 
and Conde Nast Publications. 


GEE! That's the 


Commercials on WGN-TV have 
a way of getting results— because 
WGN.-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


“« WGN -TV = 
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JULY 21, 1957 


NEW WAR IN WYOMING 


A highway battle fer- tourists 


COPYRIGHT +05) 
THE OFMVER POST INC 
OtwvER +, COLO. 


THE MAGAZINE OF THE DENVER Pos 
T @ 
inom oe VOICE OF THE ROCKY MOUNTAIN EMPIRE 


eR AA cae 


— = 
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The Magazine in 


DENVE 


is the 


EMPIRE 


LOCALLY- EDITED MAGAZINE 


All the flexible power, prestige 
and saturation coverage 


of a great Newspaper. 


PLUS COLOR GRAVURE REPRODUCTION 


OE AO PT Forrest N. Yockey 


@ AKRON BEACON JOURNAL @ LOUISVILLE COURIER-JOURNAL 
GOOD PLACE 


TO TEST @ ATLANTA JOURNAL ©» @ NEWARK NEWS 
VL EDITED came ° aa 
LOCALLY-E GRAVURE MAGAZINES @ DENVER POST © PHOENIX ARIZONA REPUBLIC 


@ HOUSTON CHRONICLE  @ ST. LOUIS GLOBE DEMOCRAT 
@ INDIANAPOLIS STAR @ TOLEDO BLADE 
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Advertising Age, September 2, 1957 


Videodex Network TV* 


Aug. 1-7, 1957 
Copyright by Videodex Inc. 


Program 
$64,000 Question (Revion, 172 Cities, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, 171 Cities, CBS) 
Gunsmoke (Liggett & Myers, Sperry Rand, 154 Cities, CBS) 
Lawrence Welk (Dodge, 193 Cities, ABC) 
Studio One Summer Theater (Westinghouse, 103 Cities, CBS) 
Playhouse 90 (Participating, 131 Cities, CBS) 
Climax (Chrysler, 168 Cities, CBS) 

Kraft Theater (116 Cities, NBC) 
Twenty One (Pharmaceuticals Inc., 145 Cities, NBC) 
Julius LaRosa (Several sponsors, 154 Cities, NBC) 


D 
$ 
rr 


DAVENPORT 
NEWSPAPERS 


. ends 


THE QUAD CITIES ... one 
of the TOP TEN Markets of the 
North Central States . .. area 
buying income now rated at 
$494,275,000, is easy to were 
throug gh. 


owen owus on — 


. 


Program 
$64,000 Question (Revion, 172 Cities, CBS) 
Lawrence Welk (Dodge, 193 Cities, ABC) 
Ed Sullivan Show (Lincoln-Mercury Dealers, 171 Cities, CBS) 
Gunsmoke (Liggett & Myers, Sperry Rand, 154 Cities, CBS) 
Climax (Chrysler, 168 Cities, CBS) 
Playhouse 90 (Participating, 131 Cities, CBS) 
Julius LaRosa (Several sponsors, 154 Cities, NBC) 
Studio One Summer Theater (Westinghouse, 103 Cities, CBS) 
Twenty One (Pharmaceuticals Inc., 145 Cities, NBC) 
Cavalcade of Sports (Gillette, 169 Cities, NBC) 
Homes viewing in cities where program is telecast. 


Wynkoop Heads New 
oo aaa. Rogers Publishing 
= 


Pr. = ee Office on West Coast 


ll _ ENGLEWoop, Co.Lo., Aug. 27— 
oa Rogers Publishing Co., publisher 


ome a market ¥ 


Represented by 
Jann & Kelley, inc. 


Nownon-F 


CIRCULATING DAVENPORT, IOWA; ROCK ISLAND, MOLINE AND EAST MOLINE, ILL. 


owe 


__— 


News and Purchasing News, has 


‘ Yd 
~*~ « o opened a West Coast sales and 
~ ¢ editorial office at 6399 Wilshire 


~- Pt Blvd., Los Angeles. 


Robert C. Wynkoop, formerly in 
The Salt Lake Intermountain Market 


the Cleveland office, was named 
West Coast manager. Also located 
aw you wight Bink 


in the new office will be R. W. 
Fullerton, West Coast editor. 

Rogers Publishing has also an- 
nounced the purchase of the build- 
ing here, which it had been rent- 
ing. The modernistic building has 
18,000 sq. ft. of office space and 
houses 98 employes. # 


oy, 


Schlamp to ‘Philadelphia News’ 

John E. Schlamp has _ been 
named assistant to the advertising 
director of the Philadelphia Daily 
News, specializing in sales devel- 


— 74 


Salt Lake City is just the beginning Whenever you can reach and sell 1% million potential 


ae} 
- 
e 


=X 


a 


bin TS4eCRS yee 
> et ea ahs: fe de 


of the Intermountain Market 


Not just Salt Lake — 


with 303,000 
persons. 


Not just Uteh 
with 768,000 
persons. 


But... 


the entire 4-state 
market vrith 


Sn SR, , ys Ma OB 


The Salt Lake Tribune 


customers, you have good reason to include that 
market on your “A” Schedule! The Salt Lake Inter- 
mountain market is just such a market... It’s bigger 
and “differenter” than you might think. Here in the 
West, our 1% million people need and buy the same 
things in life as anywhere else. Only marketing is 
different. And experience shows that the only effec- 
tive way to reach and sell this entire market is by 
using the combined sales power of Salt Lake’s two 
great metropolitan newspapers. 


ot NC le 
Op 


“AGENY 


(MORNING & SUNDAY) 


DESERET NEWS un 
Salt Lake Telegram (evenins) 


Represented Nationally by MOLONEY, REGAN & SCHMITT, Metro Comics Network 


opment. Most recently an account 
executive on the New York sales 
staff of General Outdoor Adver- 
tising Co., Mr. Schlamp also has 
held various posts in the adver- 
tising department of the New York 
Times. 


Central States Moves 

Central States Specialties, Chi- 
cago advertising specialty manu- 
facturer, has moved to larger 
quarters at 222 W. Huron St. 


Ss SEEN? 


to mid-America’s fastest- 
moving film studios for crisp, 
correct, economical sales and 
training visual presentations. 
Complete art, lettering, photo, 
mounting, printing services all 


SEND NOW for free “Foto- 
Facts” and Kileen “Kutie of 
the Month” 


kileen studies 
295 Eeet Orcherd Dept. 117 _ 
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more construction men 
more often with one ad than 


| in EN-R's COSTS ISSUE 


ISSUED—OCTOBER 17 ° 


Cc ‘ R Cc U LATI Oo Sy ? 75,000 important construction men 


—the largest and most powerful audience of its kind 
there is! 


USEFU LN ESS ? This has been the standard cost ref- 


erence book of the construction industry for 19 years! 
It is depended upon day in and day out...all year long 
... whenever and wherever a job is being estimated or 
a bid is being prepared. 


A D RAT ES ? It’s the year’s biggest construction bargain. 
Regular space rates prevail! 
(lowest cost per M in the field) 


For further information, contact your 
ENGINEERING NEWS-RECORD representative: 


NEW YORK 2: 500 Fifth Ave., Oxford 5-5959 ¢ ATLANTA 3: 1301 Rhodes-Haverty 
Bidg., Jackson 3-6951 @ BOSTON 16: 350 Park Square Bidg., Hubbard 2-7160 e 
CHICAGO 11: 520 N. Michigan Ave., Mohawk 4-5800 ¢ CLEVELAND 15: 1510 Hanna 
Bldg., Superior 1-7000 ¢ DALLAS 1: 1712 Commerce St., Riverside 7-5064 e 
DENVER 2: 1740 Broadway, Alpine 5-2981 ¢ DETROIT 26: 856 Penobscot Bidg., 
Woodward 2-1793 « LOS ANGELES 17: 1125 W. Sixth St., Madison 6-9351 
¢ PHILADELPHIA 3: 17th & Sansom Sts., Rittenhouse 6-0670 ¢ PITTSBURGH 22: 
1111 Oliver Bidg., Atlantic 1-4705 ¢ ST. LOUIS 8: 3615 Olive St., Continental Bidg., 
Jefferson 5-4867 © SAN FRANCISCO 4: 68 Post Street, Douglas 2-4600 


CLOSES—SEPTEMBER 26 


IN BUILDING 

AND CONSTRUCTION, 
IF YOU COULD 

ONLY RUN ONE AD 

A YEAR, 

YOU’D RUN IT IN 


ENGINEERING NEWS-RECORD 


ANNUAL COSTS ISSUE 


Laenesenensiedditenieedlineemmerstipiiiliaintisinmeeinsiiain 


ENGINEERING NEWS-RECORD * ABP ABC** A McGRAW-HILL: PUBLICATION * 330 WEST 42nd STREET, NEW YORK 36, N. Y. 
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@ In this industzy rich, 
farm-rich Peoria area, one 
Station has the top pro- 
grams, the top power 
(500,000 watts), the top 
tower (660 feet) and the top 
ARB ratings for March, 1957 
(17.1 all-day average com- 
pared to 13.3 for Station B). 


wrtvnH 
CHANNEL 19 
PEORIA, ILLINOIS 


affiliated with 
PEORIA JOURNAL STAR 


EDW. PETRY & CO. 
NATIONAL REPS 


crane wre 


PUMITEOU ge Big arket. 


Martin Nelson 


Burkhart West 


CHIEFS, PAST AND PRESENT—The occasion for this picture, which ap- 
peared in AA two years ago, was the promotions of Joseph D. Nel- 
son Jr. to president of Stockton, West, Burkhart, Cincinnati; 
C. Thomas Martin to exec vp and treasurer; William Z. Burkhart to 
board chairman, and Ranald S. West to senior vp and secretary. 
With the resignation of Mr. Nelson, Mr. Martin now becomes pres- 
ident and Mr. West chairman of the executive committee. 


CANADA 


are evidence of the rapid progress in Canada’s Sth largest city. 


population of over 325,200—a per family income of $6,590— 


well over the $287-million mark and they’re still climbing ! 


*Sales Management 1956. 


The Spectator is the only newspaper 
with saturation coverage of Ontario's 
fastest-growing major city. 


In addition to The Steel Company of Canada 
Ltd., and Dominion Foundries and Steel Limited 
—the first and fourth largest steel producers in 
Canada—Hamilton boasts hundreds of other 
major industrial concerns . . . all of which con- 
tribute to a gross value of production that is 
now close te one billion dollars a year. TORONTO MONTREAL 
The Southam Newspapers The Southam Newspapers 34-40 Ludgate Hill 
388 Yonge St. 1070 Bieury St. London, E.C. 4 
K. L. Bower, Manager J. C. McCague, Manager England 


GREAT BRITAIN 


Hamilton's Burlington Skyway bridge, when completed, will be 
the second longest continuous bridge in the world. 
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PER FAMILY INCOME A FULL $2,000 
ABOVE THE CANADIAN AVERAGE !* 


Large construction projects, such as the Burlington Skyway above, 


Further evidence is in Hamilton’s rising population and climbing payrolls. 


Latest Sales Management figures show Metropolitan Hamilton has a 


a full $2,000 above the Canadian average! \n addition, retail sales are 


The Hamilton Spectator 


One of the Eight Southam Newspapers in Canada 


UNITED STATES 
Cresmer & Woodward Inc. (Can. Niv.) 
New York, Detroit, 


pray ly rancisco, 
Los Atlanta 


| Martin Heads 


| Stockton, West 


| (Continued from Page 3) 
son of J. D. Nelson, exec vp and 
treasurer of Jergens. The younger 
Nelson and William Hausberg, Jer- 
gens vp in charge of advertising, 
selected C&W to succeed Robert W. 
Orr & Associates, New York, which 
|Jergens dropped nearly three 
| months ago (AA, June 10). 
In addition to his administrative 
‘and financial duties, Mr. Martin 
will continue to head up the vis- 
|ualization division of Stockton, 
| West. Ranaid S. West, senior vp 
and secretary, will take on the 
chairmanship of the executive 
| committee. He will continue to di- 


| rect the creative work of the agen- 


Bertrand S. Schloemer, who has 
been a senior account executive for 
the past five years, was named vp 
|in charge of contact of the Cin- 
‘cinnati agency. William Z. Burk- 
hart, board chairman, and Robert 
| A. McDowell, vp in charge of re- 
| search and media, continue in their 
| present capacities. 

| Moving with Mr. Nelson to C&W 
|is Stockton, West’s erstwhile por- 
| tion of the Jergens business, which 
|reportedly bills about $300,000. 
/C&W will officially take over the 
| business Dec. 1; this will give the 
agency the entire Jergens account. 
| Stockton, West had been handling 
Deep cleanser and several new 
products. + 


| GEE! Now there’s 


a detergent!” 


Commercials on WGN-TV have 
a way of getting results—because 
WGN-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


| Put “GEE!” in your Chicago sales 
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MAGNIFY THE IMPACT or your ad- 


vertising around the world. Present your products 
at their best to the people who matter most—in 
LIFE’s International Editions, LIFE INTERNA- 
TIONAL and LIFE EN ESPANOL. 


The large page size and superb reproduction of 
LIFE’s International Editions focus attention on 
your selling story. Distinguished in content and 
format, both magazines are unique in their ability 
to give your product a “better look” in every over- 
seas market. 


LIFE INTERNATIONAL is published in English 
around the world, and LIFE EN ESPANOL is 


printed in Spanish for Latin America. Together 
they deliver a combined net paid circulation of 
approximately 600,000 every fortnight. 


With an average of 7 to 8 readers per copy, these 
magazines not only present your product and your 
company at their best, but they reach an estimated 
combined audience of 4,700,000 of your best over- 
seas prospects—key people in business, govern- 
ment and the professions. 


Everywhere important people respond to what 
they see in LIFE INTERNATIONAL and LIFE 
EN ESPANOL—as you'll discover, too, when your 
advertising messages appear in their pages. 
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How Edsel Picked an Advertising Agency 


] 


Selection started with the 
following list of the 40 larg- 
est advertising agencies, 
ranked in order of estimated 
1954 billings, from the copy- 
righted list which appeared 
in the March 7, 1955 issue of 
ADVERTISING AGE: 


. J. Walter Thompson Co. 

. Young & Rubicam 

. Batten, Barton, Durstine & Osborn 
. MeCann-Erickson 

. N.W. Ayer & Son 

. Foote, Cone & Belding 

. Benton & Bowles 

. Leo Burnett Co. 

. Kenyon & Eckhardt 

. Grant Advertising 

. Dancer-Fitzgerald-Sample 
. Biow-Beirn-Toigo 

. Ted Bates & Co. 

. Kudner Agency 

. William Esty Co. 

. Cunningham & Walsh 

. D'Arcy Advertising 

. Ruthrauff & Ryan 

. Campbell-Ewald Co. 

. Compton Advertising 

. Fuller & Smith & Ross 

. Erwin, Wasey & Co. 

. Lennen & Newell 

. MacManus, John & Adams 
. Maxon Inc. 

. Needham, Louis & Brorby 
. Sullivan, Stauffer, Colwell, Bayles 
. Cockfield, Brown & Co. 

. Brooke, Smith, French & Dorrance 
. Grey Advertising Agency 

. Geyer Advertising 

. Compbell-Mithun 

. Wm. H. Weintraub & Co. 
. D. P. Brother & Co. 

. Maclaren Advertising Co. 
. Gardner Advertising Co. 

. Donahue & Coe 

. Bryan Houston Inc. 
. Fletcher D. Richards 

. Russel M. Seeds Co. 


Be 
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From this list were elim- 
inated those having auto- 
motive accounts—Nos. 1, 2, 3, 
4, 5, 7, 9, 10, 14, 18, 19, 24, 
29, 31, 34 on the preceding 
list of 40—together with the 
two Canadian agencies (Nos. 
28 and 35 on the preceding 
list). Thus there were left 
the 23 largest U. S. agencies 
without automotive accounts, 
as follows: 


2, Young & Rubicam 
3. Batten, Barton, Durstine & Osborn 


4. McConn-Erickson 


. Dancer-Fitzgerald-Sample 
. Biow-Beirn-Toigo 
. Ted Bates & Co. 


. William Esty Co. 
. Cunningham & Walsh 
. D'Arcy Advertising 


. Compton Advertising 
. Fuller & Smith & Ross 
. Erwin, Wasey & Co. 
. Lennen & Newell 
— 
. Maxon Inc. 
. Needham, Lovis & Brorby 
. Sullivan, Stauffer, Colwell, Bayles 


ee 


Grey Advertising Agency 


. Compbell-Mithun 
. Wm. H. Weintraub & Co. 
} a . fo - ‘ = 


. Gardner Advertising Co. 
. Donahue & Coe 

. Bryan Houston Inc. 

. Fletcher D. Richards 

. Russel M. Seeds Co. 


* 
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The next step was to select 
11 agencies which were in- 
vited to make presentations. 
These 11 agencies were cho- 
sen by Edsel from “(1) dol- 
lar volume in 1954, type and 
caliber of clients, and (2) 
opinions of Ford Motor Co. 
personnel, advertising agen- 
cy personnel and publica- 
tions representatives.” 

In this process 14 of the 
23 were eliminated—Nos. 12, 
17, 21, 22, 23, 25, 30, 32, 33, 
36, 37, 38, 39, 40—and two not 
appearing on the original list 
—Tatham-Laird Inc., then in 
46th place on size, with bill- 
ings of $13,900,000; and Ogil- 
vy, Benson & Mather, then 
in 57th place with $10,100,000 
in billings—were added to 
the group. Invitations to 
make a presentation were 
mailed on Sept. 26, 1955. 

The list then looked like 
this: 


3. Batten, Barton, Durstine & Osborn 


5 6. Foote, Cone & Belding ve 
8. Leo Burnett Co. me 68. Leo Burnett Co. ; 


6. Foote, Cone & Belding 


| 15. William Esty Co. 
= 16. Cunningham & Walsh 


pane 


18. Ruthravff & Ryon 


z _20. naan Advertising 


22. Erwin, Watey & Co. 
23. Lennen & Newell 
24, MacMenws, Joho & Adams 


— 


26. Needham, Louis & Brorby 
27. Sullivan, Stauffer, Colwell, Bayles 
a 

29. Brooke, Smith, Frenc) & Dorronce 

. Grey Advertising Agency 

. Geyer Advertising 

. Compbeli- Mithun 

. Wm. &. Weintravt & Co. 

. 0. P. Brother & Co 

Mocloren Advertising Co. 

. Gardner Advertising Co. 

. Donahue & Coe 

. Bryan Houston Inc. 

. Fletcher D. Richards 

fo, 


Tatham-Laird Inc. 
Ogilvy, Benson & Mather 
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25. Maxon Inc. 
26. Needham, Louis & Brorby , 


18, Ruthrovif & Ryan 
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Upon receipt of the invita- 
tions to make presentations, 
three of the 11 selected agen- 
cies—Ted Bates; Sullivan, 
Stauffer, Colwell & Bayles; 
and Ogilvy, Benson & Math- 
er—declined to make a bid 
for the business. 

On the other hand, 12 oth- 
er agencies asked to be al- 
lowed to compete: Nos. 21, 
22, 23, 25, 30, 36, 37, 39 on 
the original list; and new- 
comers Ellington & Co.; 
Hazard Advertising; Earle 
Ludgin Inc.; and Weiss & 
Geller. 

Thus the Edsel people ac- 
tually listened to presenta- 
tions from these 20 agencies: 


2. Young & Rubicam 
3. Botten, Barton, Dv rstine & Osbom 
4. McConn-Erickson 


6. Foote, Cone & Belding 


| 8. Leo Burnett Co. 


Se 15. William Esty Co. 
me 16. Cunningham & Walsh 


! 20. Compton Advertising 


pe: 


‘ 


me 630. Grey Advertising Agency 


Wi, 


21. Fuller & Smith & Ross 
22. Erwin, Wasey & Co. 
23. Lennen & Newell 


28. Cockfietd, Brown & Co. 


32. Compbell-Mithun 
33. Wm. 4. Weintravh & Co. 
34. D. P. Brother & Go. 


36. Gardner Advertising Co. 


me 37. Donahve & Coe 


S 39. Fletcher D. Richards 
att Saat tk, heut Y i 3 
Tatham-Laird Inc. 


Ellington & Co. 
Hazard Advertising 
Earle Ludgin & Co. 
Weiss & Geller 


5 


For one reason or another, 
six of these 20 agencies with- 
drew from the competition 
after making their initial 
presentation to the Edsel 
people: Esty; Needham, Louis 
& Brorby; Fletcher D. Rich- 
ards; Ellington; Hazard; and 
Weiss & Geller. 

Among the remaining 14, 
the Edsel people were inter- 
ested in only seven—the five 
largest, and two _ smaller 
agencies. These were asked 
to fill out the detailed ques- 
tionnaire developed by Dr. 
Henry Baker, Edsel market- 
ing researcher, and were 
subsequently visited in their 
offices by the Edsel person- 
nel: 


Foote, Cone & Belding 
Leo Burnett Co. 


Dancer-Fitzgerald-Somple 
Cunningham & Walsh 


Compton Advertising 
Earle Ludgin & Co. 
Tatham-Laird 


6 


The choice was ultimately 
narrowed down to three: 


Foote, Cone & Belding 
Leo Burnett Co. 
Cunningham & Walsh 


7 


The problem of a fee for 
the year or so of preliminary 
work before billings would 
begin, eliminated Cunning- 
ham & Walsh (which sug- 
gested a $475,000 fee to cover 
the interim period), and left 
only: 


Foote, Cone & Belding 
Leo Burnett Co. 


On Dec. 22, 1955, Richard 
Krafve, Edsel division man- 
ager; Larry Doyle, general 
sales and marketing manag- 
er; and R. F. G. Copeland, 
assistant general sales man- 
ager, made a second visit to 
the Chicago offices of Foote, 
Cone & Belding and Leo 
Burnett Co. Six weeks of 
sweating-it-out later, on Feb. 
7, 1956, notification that they 
had been awarded the ac- 
count came over the tele- 
phone from Larry Doyle to 
Fairfax M. Cone of 


Foote, Cone & Belding 
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Advertising Age, September 2, 1957 


Low Key Adjective-free 
Ads Herald the Edsel 


(Continued from Page 1) | wommoemnens day will be fired in 
run without too much change for! approximately 1,200 newspapers, 
the better part of a year) will be| with “This is the Edsel!” being | 
built around the simple theme: | heralded in space that ranges up to 
“This is the Edsel.” double trucks. It will run in even- 
It will eschew superlatives and|ing papers Sept. 3 and morning 
comparisons in favor of a low-key,| papers Sept. 4. 
non-hysterical approach which as-| The first product copy for Edsel 
sumes that the Edsel is news, that|in magazines breaks in _ color 
everyone wants to know more| spreads in the Sept. 7 New Yorker, 
about it, and that the advertising’s | Sept. 9 Life and Time, Sept. 14 
job is not to attract attention but| Saturday Evening Post, Sept. 16 
to present information and pro-| Newsweek, Oct. 1 Look, and will 
vide an “image” of the car that|continue on a staggered basis in 
will appeal to substantial numbers | those publications through the re- 


of potential buyers. 


Three-Pronged Drive 


The introductory Edsel advertis- 
ing program is three-pronged. Its 
backbone is the advertising of the 
Edsel division itself, which Ap- 
VERTISING AGE estimates will total 
just about $10,000,000 by year-end. 
Supporting this advertising locally 
will be an unknown quantity of 
EDA (Edsel Dealer Assn.) copy. 
And in the background, lending 
additional support, will be a mil- 
lion-dollar “welcome to Edsel” 
campaign by the parent Ford Mo- 
tor Co. The Edsel and the EDA ad- 
vertising is handled by Foote, Cone 
& Belding; the supporting effort 
from Ford by Kenyon & Eck- 
hardt, which handles Ford insti- 
tutional advertising. 

The first advertising to appear 
was a two-color spread in the 
April 29 issue of Automotive 
News—the initial insertion in a 
campaign directed at building a 
dealer organization, which has 


|mainder of the year. A_ single 
|spread in the October issue of 
Farm Journal also will be used. 


# Joining the symphony on Sept. 8 
and Sept. 15 (with total circulation 
about equally divided between the 
two days) will be four-color center 
spreads for American Weekly, 
Family Weekly, Parade, This 
Week, First 3 Markets, and undup- 
licated independent Sunday news- 
paper roto magazines—plus a 
three-month showing of 24-sheets 
jin intensities varying from 50 to 
| 150, in something like 1,000 mar- 
kets—plus a wide variety of dealer 
| helps, showroom displays, etc. 

Aside from the radio and tele- 
vision spots used during the in- 
| troductory period, Edsel thus far 
has announced only one major tv 
program gambit—to take place 
| Sunday, Oct. 13, in the Ed Sullivan 
|time spot over 174 Columbia sta- 
tions, plus 29 Canadian stations. 
The show will be produced by 
Bing Crosby, who will appear in it 
with Frank Sinatra. 


# One unusual feature of the in- 


nae EDOEL 


Keep these pe Compare this car 


this is the first time they have had 
a specific line of cars “sold” to 
them. 


® The other phase of the direct 
mail campaign consists of a 
straightforward invitation to see 
the Edsel to 1,500,000 owners of 
1955, 1956 and 1957 Buicks, Olds- 
mobiles, Pontiacs, Chryslers, 
Dodges and De Sotos—timed to ar- 
rive ahead of “E-day.” 

In line with Edsel’s plans for an 
“introductory year,” rather than 
an all-out smash at announcement 
time and then a quieting down, the 
advertising is staggered so that, 
along with Edsel Dealer copy and 
company promotion, a continual 
barrage will be maintained 
through the remainder of the year. 


Quiet, Simple Copy 


continued in eight papers and | troductory drive, starting before 
will carry through at least until! announcement day, is a “double 
the end of the year. Another type | impact” direct mail program. One 
of pre-announcement ad, which/ phase of this calls for mailing of 


began appearing in August and 
will continue as additional deal- 
ers join the fold, is newspaper 
dealer announcement copy. 

In addition, four b&w spreads 
have run in Life—two in July 
and two in August—with copy 
which had the dual function of 
piquing the interest of the public 
and of pepping up dealers and 
prospective dealers. 


® The basic campaign will get un- 
der way in connection with an- 
nouncement day, which is Sept. 4, 
but in line with Edsel’s notion of 
a continuing introductory cam- 


paign (plus the fact that new mod- | 


el introductions will be coming 
along from competitors), the cam- 
paign has been carefully timed so 
that there will be a continual bar- 
rage from now until at least the 
end of the year. 

In point of time, the supporting 
campaign of the parent Ford or- 
ganization will actually lead off 
the promotional parade for the 
new line. 

It starts before announcement 
day with: 

e 18,640 radio spots on 225 stations 
—starting before announcement 
day and continuing for six weeks 


e 8-second and 20-second spots on 


more than 100 tv stations in 50) 


markets, running for five weeks 

e A series of teaser newspaper ads 
appearing throughout the country 
in advance of announcement day, 
with the climax coming on the eve 
of announcement, with Henry Ford 


|five color pictures—one model 
from each of Edsel’s four series 
plus a station wagon—to be mailed 
to the 290,000 Ford stockholders, 
with a letter from Henry Ford ex- 
plaining the thinking behind the 
Edsel and urging them to visit a 
dealer for a demonstration. 

Ford has only had stockholders 


miss te EDSEL 


vss we EDSEL 


“A remarkable new automobile joins 


the Ford family of fine cars 


II and Ernest Breech, chairman of | 
the board of Ford, featuring the) 
introduction of the Edsel in big) 
space in 173 major newspapers. | 
An adaptation of this latter ad also 
will appear in magazines, preced- | 
ing the Edsel division spreads 
which tell the product story. 


The Covel loots expensive but fant 


at bottom the one in Saturday Ev 


s In the product promotion of the 


Edsel division, the big guns on an- of cars—in a variety 


CATALOG OF LINE—This four-color spread for Sunday newspaper 


| the color spreads in magazines all 
|carry the same (or essentially the 
same) copy each month, the styles 
and colors of the cars are varied. 
|For example, the September ads 
|in Life and the Saturday Evening 
Post carry the same headlines and 
jalmost identical copy. Yet the 
three horizontal ad elements are 
| varied to produce two similar but 
|decidediy different automobiles, 
and whereas the Life ad carries a 
| dominant illustration of a two-door 
| Citation hardtop and a thumbnail 
rear-end view of an unidentified 
convertible, the SEP spread gives 
equal prominence to three models 
—a four-door Citation hardtop, a 
Pacer convertible, and the Bermu- 
- da station wagon. And the car 
colors, as well as the models, are 
likewise varied. 


\ orgie we roman fe 
fore Cony oF ome cars 


EDSEL 


in quantity for about a year, and| 


Bob Copeland’s assertion that 
advertising is not designed to be 
exciting in itself is not an exagger- 
ation. The four spreads which have 
already appeared set the pace for 
the new campaign, which is de- 
signed to emphasize information 
and good taste and to induce a 
visit to an Edsel dealer, without 
use of adjectives or claims. On the 
assumption that interest already 
| exists, and that a little information 
and a certain kind of quiet confi- 
| dence will “position” the car in the 
|minds of prospects, introductory 


“A remarkable new automobile —_joins the Ford family of fine cars” 


SAME COPY, NEW CARS—At top is the September color spread in Life, 


ening Post. Note that while head- 


line is identical and text nearly so, the layout changes and a variety 


of colors—is shown. 


magazines shows the whole line, and is billed as a catalog presen- 
tation. 


copy is deliberately low key. 

Once the newness of the car 
wears off and competition begins 
to get in its licks, the campaign 
may be changed, but the present 
plan is to continue on the “quiet 
side” forever, if possible. 


# Structurally, the ads are simple, 
and primarily embrace three hor- 
izontal bands—typically the head- 
line, a picture or pictures of the 
car, and a copy block. “This is the 
Edsel” is the theme to be used all 
through the introductory period, 
designed to say “New” in a dif- 
ferent, striking way. 

And in line with the “This is the 
Edsel” theme, a great deal of ef- 
fort is made to show as many of 
the models and colors in the four- 


series line as possible. Thus, while 


s This same idea of showing as 
many colors and models as possible 
is carried out in outdoor, where 
three versions of the Edsel will be 
shown in each market in Septem- 
ber, and three additional models 
in October. In November all six 
posters previously used will be 
put to use on a rotating basis. 

In the September copy in Sunday 
supplements, the idea of showing 
all possible models will be carried 
to its ultimate. These color spreads 
are literally a catalog, showing 
every one of the 18 models in the 
line. (Incidentally; the shape of 
things to come may be visible from 
these ads. The 18 Edsel models in- 
clude five different station wagons, 
four four-door and four two-door 
hardtops, two convertibles, and 
only two four-door and one two- 
door sedans.) # 


‘Procedural Manual’ Spelled Out Edsel 
Plan for Selecting an Advertising Agency 


Detroit, Aug. 27—It is doubtful 
if anyone has ever gone about the 
selection of an advertising agency 
with quite the same thoroughness 
which marked the search for an 
agency for the Edsel automobile. 

Guiding the search was a for- 
midable volume developed by Dr. 
Henry Baker and the research 
staff, with some assistance from 
other Ford advertising people, 
notably Ben Donaldson, called 
“Procedural Steps in the Selection 
of an Advertising Agency for Spe- 
cial Products Division, Ford Mo- 
tor Co.” 

Produced in September, 1955, 
this plastic-bound volume ulti- 
mately ran to several hundred 
pages. It contained two parts. Part 
I stated the objectives of the adver- 
tising program (“to reach a max- 
imum number of readers, listen- 
ers and viewers, who are prospects 
for its line of medium-priced auto- 
mobiles, with the most effective 
messages, through the most effi- 
cient advertising media, and at a 
low audience per capita cost’); 
discussed the budget (initially es- 
timated at something under $10,- 
000,000 for 1957 and at $14,000,000 
for each of the three succeeding 
years); listed the 40 largest adver- 
tising agencies as indicated by 
ADVERTISING AGe’s billings tabula- 
tion, and outlined “the kinds of 
information and data which we 
propose to accumulate from inter- 
views and other sources.” 


|= Part II detailed 12 procedural 


steps, from “Selected list of 11 
agencies to be invited to make 
presentations, Sept. 12,” through 
subsequent reviews, interviews, 
screening for further consideration 
... to “Step 9: Dec. 9: Complete 


what fearfully known as including 
a searching look into the inner 
workings of agencies. 

Actually, the data on agencies 
which the company sought “to ac- 
cumulate from interviews and oth- 
er sources” consisted of 15 types 
of information, given here in full: 


I. Basic information 


1. Names of agency principals. 

2. Number of employes. 

3. Approximate annual billings, and 
record of billings over the past ten 
years. 

4. Number of branch offices, and extent 
to which they are staffed to render 
independent advertising services. 

5. Banking affiliations. 

6. When agency was founded. 


Tl. Complete list of ts, with dates 
en which they were acquired. In- 
clude table showing billing classifi- 

ti in columns and years held 
in rows—exclude foreign accounts. 


1. Has agency received additional prod- 
ucts from one company? If so, list 
should indicate when original product 
was acquired and dates of acquisition 
of other products or divisions of that 
company. ' 


Ill. List of all accounts lost or resigned 
within the last ten years with «a 
brief explanation of reasons for ter- 
mination. 


IV. What is the structure of the agency? 
Include an organization chart. 


1. How is the agency managed? Is it — 
organized on the account group sys- 
tem, the departmental system, or a 
combination of the two? 

2. What are the departments of the 
business? What services are they pre- 
pared to render to clients? 

3. How would the agency propose to 
organize to handle an account such 
as ours? How is the agency organized 
on any accounts of comparable size? 


Vv. Briefly review three case histories 
from the agency's own experience, 
dealing with the following: 


1, Example of launching and consoli- 
dating the market position of a new 
product. 


jommendation to 


holding of supplemental presenta- 
tions and make final determina- 
tion of agency to be recommended” 

. all the way to “Step 12: Jan.| 3. 
18: Submit final negotiated rec- 
administration 


2. Record of handling and accomplish- 
ment on an account comparable in 
size to ours, or the agency's largest 
account. 

Record on whatever account, in agen- 
cy'’s judgment, most nearly parallels 
an automobile operation. 


VI. How is the agency owned and op- 
erated? How many stockholders, and 
hew widely is stock ownership 
shared within the business? Is there 
more than one class of stock? To 
what extent is control concentrated? 


committee for approval.” 

In the course of talking to agen- 
cies and media representatives, and 
listening to solicitations from 20 
agencies, this “procedural steps” 


manual became widely and some- 


1. What provisions does the agency have 
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for employe retirement plans, profit 
sharing, etc.? 


Vil. Standards of compensation: What 
does the agency render te major ad- 
vertisers as part of its normal serv- 
lee? 


1. How “does the agency handle charges 
for research, promotional literature, 
dealer aids, and other merchandising 
assistance? The volume and complex- 
ity of the sales promotion and mer- 
chandising material in an autornotive 
account usually runs high. Would this 
material be billed at net cost, with- 
out any fee or other compensation, 
or would the agency expect to re- 
ceive full commission on this type of 
material? 


VIII. What is the agency's record in tele- 
vision? 


1. What shows has it developed for cli- 
ents; what shows has it purchased 
for clients; what programs does it 
have on the air at the present time? 


IX. Is the agency’s branch office or- 
ganization sufficiently developed for 
handling dealer advertising activi- 
ties? If not, is the ageney prepared 
to establish them? 


1. Special Products Division reasons that 
its account cannot be processed prop- 
erly without a Detroit Office. Is the 
agency prepared to open a Detroit 
Office if it does not now operate one? 

2. Does the agency have branch offices 
capable of conducting Dealer Adver- 
tising Committee affairs? Are they 
prepared to establish such offices as 
may be needed? 


X. While automotive experience is not 
a necessity, it is essential that one 
senior account executive be thor- 
oughly qualified in this field. If the 
agency does not now have such an 
executive, does it plan te find one? 
If the name of this executive or a 
propesed executive is known, list 
it with a brief biographical sketch. 


1. Who would be account supervisor, 
account executive and assistant ac- 
count executive? 

Give a brief resume covering princi- 

pal persons who would be active on 

‘the account. 

3. What procedures would be followed 
and what approach used in develop- 
ing plans and programs, a step-by-step 
breakdown would be appreciated. 

4. Also, give resume on copy supervisor, 
art director, and radio-tv executive 
who would service our account. 


XI. How would sales and marketing re- 
search be planned and conducted? 


1. What is the billing policy on this 
service? 


XII. Does agency have a merchandising 
department? If so, how would it be 
used, and what is billing policy? 


XIN. What ts the average age of the 
agency's senior executives? 


XIV. In addition to the above points 
previously covered, why do you feel 
that your agency should be awarded 
the Special Products Division, Ford 
Moter Company account? 


1. What is different about your agency 
and its services? What does it have 
that other agencies do not have? 

2. If you were to acquire this account, 
how would it rank in size among all 
the other accounts now in your agen- 
cy? 

3. Do you presently represent any ad- 
vertisers having products which 
might be considered competitive to 
Special Products Division, Ford Mo- 
tor Company? 

4. Is your agency now in a position to 
service Special Products Division, 
Ford Motor Company, with all es- 
sential key personnel from among 
your present staff? 

. List agency memberships and service 

subscriptions. 

. Has the agency engaged in any con- 

sumer campaigns? Describe briefly. 

What amount of research can you 

apply on a billing of our size? 

How do your present accounts (per- 

centage-wise), break down in the fol- 

lowing categories: 

(a) Package goods 
(b) Durable goods of high unit sale 

(ec) Service company 

banks, etc.) 


e232 @ @ 


(d) Miscellaneous consumer items | 
9. Have you ever had an automotive ac- | 
count? If so, trace the history of that | plan—to 


account and describe the strata mar- 
ket you attempted to reach. How sig- 
nifieant was the advertising in rela- 
tion to sales volume? Have any of 
your top officials gained automotive 
experience? 

. In your opinion, which automobile 
brand is best advertised today? Why? 

. What facilities can you offer for serv- 


ice of merchandising for our dealer | 


organization? 

. Since this is a new Division, how fre- 
quently would you intend to make 
contact, and by what management 
level of your agency? 

. What per cent of agency's billing is 
derived from two or three very large 
accounts? 

. Is agency fully recognized by all pub- 
lishing, radio and tv organizations? 

. Will agency furnish a financial state- 
ment and/or financial references? 


XV. If appointed, what would the agen- 
ey de first? # 


When Foote, Cone & Belding 


etc., involved in the selling of a 
It was a full 15 months later 


appointment and the launching 


vertising. 


agency’s Detroit office; the othe 
cy’s Chicago creative staff, who 


Starting from the 


The situation that existed when 
|Foote, Cone & Belding was se- 
jlected in February, 1956, as agen- 
|cy for Ford Motor Co.’s new car 
probably comes close to being 
unparalleled. 

The organization which we 
| were to serve was still far from 
complete. 

| It existed—and had for some 
|time—as a cadre of key people 
who had been occupied largely in 
|planning and product develop- 
ment. 

It was, in actual fact, still un- 
named, and, for security reasons, 
| masqueraded as the Special Prod- 
ucts Division of Ford Motor Com- 
pany. 


® Its product consisted of five or 
six large assemblies of wood and 
\clay, shaped and painted to look 
just like real automobiles—plus 
detailed plans for making and 
| selling real automobiles. 

Its channels of distribution for 
|those real automobiles were—in 
a practical sense—non-existent. 
| And the task that faced this 
embryo organization was not sim- 
ply that of making and selling a 
new product. It was the immense 
job of creating a whole new mul- 
ti-million dollar business from the 
ground up. 
| 
|@ In the months ahead, as Spe- 
cial Products Division became the 
Edsel Division, it not only would 
|have to shepherd its product 


jthrough the final small design 


| changes, through working proto-| 


itypes and pilot production. It 


| would have to fill out its organi-| 


jzation to the large extent re- 
\quired for active operation. It 
| would have to form its own dis- 
tribution system by recruiting ex- | 


(insurance, | perienced, skillful and financial- | 


\ly-able business men as Edsel | 
dealers. And it would have to| 
the last detail—the | 


|methods and policies for selling, 


advertising and merchandising its | 
| new car. 

| From the outset, 
| wanted to work very closely with 
lits agency—not only in those im- 
|mediate situations where we| 
could be of practical use, but also | 
in informing us of long-term 
strategy and goals, and in ground- | 
ing us thoroughly in the product. | 


the Division 


® The Edsel people quickly in- 
augurated a Product Information 
Committee which met every two 
or three weeks, from the spring 
of 1956 through the fall of that 
year. On meeting days a large 


18 Months’ Work, $1,000,000 Spent 
by Edsel Agency Before Ads Started 


was given the Edsel account in 


early February, 1956, it took on an assignment which is prob- 
ably unique in advertising history—a job of starting from 
scratch to develop and produce the thousands of items of ad- 
vertising, dealer materials, collateral items, sales promotion, 


major line of automobiles. 
before the first advertising ap- 


peared—a two-color spread in Automotive News that cost ap- 
proximately $1,500 (commission $225). Between the time of 


of consumer advertising, FC&B 


had opened a Detroit office, added or transferred something 
like 70 people to Edsel work, and invested just about a million 
dollars in the account—an investment which it should get back 
by year-end by way of commissions on about $10 million in ad- 


Because the long lead period is practically unique (usually, 
similar agency jobs on new products involve a client who is 
placing existing product advertising through the agency), we 
reprint here, without substantial change, two memos discussing 
the pre-introduction and “tooling up” periods of the agency. 
One is the work of Charlies S. Winston, vp and manager of the 


r is by Robert Eck, of the agen- 
has been intimately working on 


the Edsel account since its inception. 


| Dearborn and sit down with the 
Edsel people in the rotunda of 


Very Beginning (Ford Motor Co.’s Styling Center. | 


|Here, merchandising men, stylists, 
jengineers, sales executives, and 
|market research men would tell 
us about: 


e the history of the E-Car 


e the research and experence be- 
hind the car 


e the development of the E-Car 
styling theme 


e the mechanical aspects of the 
car 


e the special features of the car 


e the car market and the Edsel’s 
place in it. 


After each talk, the agency 
people were invited not only to 
ask questions but to express their 
opinions and present their own 
viewpoint on the subject of the 
meeting. Often this led to dis- 
cussion which was of great value 
to us in the work we did then, 
and later. 


s While we were learning, we 
were also at work on a number of 
projects. To the agency of an es- 
tablished automotive division, 
much of this work would have 
been routine. To us, all of it was 
interesting—often exciting. But it 
was never easy, because before 
any assignment could be com- 


Doyle = Breech 


Ford Krafve 


EIGHT LONG YEARS—Ernest R. Breech, chairman, and Henry Ford II, 

president of Ford Motor Co., decided nearly eight years ago to 

bring out the car which is now called the Edsel. With them here 

under the portrait of the car’s namesake are J. C. (Larry) Doyle, 

general sales and marketing manager of the Edsel Division, and 

Richard E. Krafve, vp of Ford Motor Co. and general manager of 
the division. 


pleted, the policy involved had to 
be formulated, discussed, and 
| agreed on. 

To the limit of our specialized 
abilities we were involved in 
readying a new business, and our 
|client had no interest in following 
beaten paths if better paths could 
|\be found. So we always started 
from scratch. 


® Actually, one of the first things 
that we did was to draw on the 
ideas and experience of all our 
Chicago office personnel for sug- 
gestions that would help in pro- 
moting advertising, and selling 
the Edsel. We received hundreds 
of ideas, which were edited, con- 
densed, compiled and turned over 
to the division. Our specific as- 
signments fell into two areas. One 
had to do with the Edsel. The 
other, with Edsel dealers. 


The Edsel 


At the time we began to serve 
the division, its car had no name. 
The name, Edsel, had been ser- 
iously considered and _ decided 
against. We initiated an _ intra- 
mural naming contest among all 
employes of all our offices. This 
resulted in 6,000 unduplicated 
names—which were then added 
to the thousands of names the di- 
vision had come up with inde- 
pendently. 

From the total roster of names, 
‘favorites were finally 


PLANS GROUP....F. HM. COME 
Management Representative 


1 


Gen, Manager Detroit Off. 
» oem. 


Cc, 5S. WINSTON 


L 


checked, considered. And after 
the real alternative possibilities 
had been thoroughly explored and 
had proved, in the end, thorough- 
ly disappointing, the division and 
Ford Motor Co. reconsidered their 
earlier decision. Edsel became the 


|name of the car. 


Once that was out of the way, 
names were needed to identify 
the four series in the Edsel line— 
and the Edsel station wagons. 
This time, we didn’t have a con- 
test, but we were able to supply 
some useful suggestions. 

We also suggested names for 
Edsel features, accessory groups, 
car colors, and for the new Edsel 
engines. 


Edsel Dealers 


Within the months following 
our appointment as agency for 
the car, a nationwide Edsel fac- 
tory sales organization would be 
formed. Its initial assignment 
would be to recruit about 1,200 
of the best car dealers in the 
country before fall of 1957. For 
this job, the recruiters would 
need materials—perhaps a film, 
certainly a manual, brochures, es- 
timate forms, advertising in trade 
and consumer magazines. (The 
pre-announcement advertising 
which began in July in Life, while 
it is in one sense consumer ad- 
vertising, is actually an _ out- 
growth of our original planning 


culled, |of advertising for dealer recruit- 
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Media Supervisor 
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Account Executive Detroit Detroit-Chicago PCAB 
BRUCE MTLLER Account Executsve Engineering Contro] Product Information 
TV, Radic, Outdoor r Committee Members 
Sales Prom., Dir. Mei), Print Advertising 
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Dealer Literature 


“eg, Sewepeper, Trede 


| 


| | 


Chicazo Chicago Chicago Check ing 
Media Research Production and 
Group Factory Billing 
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HOW AGENCY IS SET UP—Organization chart showing 
how Edsel account is handled by Foote, Cone & 
Belding. Although most FC&B offices are self-con- 
tained units, the new Detroit office for Edsel is 


group of us would go over to 


actually an extension of the agency’s Chicago office. 


DETROTT CKEATTIVE STAFF 


* Used Cars 

© Parts, Access. 
and Service 

© Trade Advertising 

© Dealer Literature 


e Direct Mail 

* Salesmen's Handbook 

© Competitive Pact Books 
© Dealer Materials 

© EDA Newspepers 


. 


Account handling, Edsel Dealer Assn. advertising, 
and all collateral materials are centered in Detroit, 
while Chicago concerns itself primarily with crea- 
tion of national factory copy. Field men are at- 
tached to the Detroit office. 
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Yes, it is important to recognize 
Metropolitan Oakland's 
commanding size as a 

market. It is equally important 
to remember this fact: 


ek) Bee 7 ota ai Sa ae 


ONLY THE 


One of a series of comments on Metropolitan Oakland as 
a market by Pacific Coast advertising agency executives. 


Recently we made an extensive analysis of the Bay 
Area markets for a food client. We were again im- 
pressed by the growth of Metropolitan Oakland 
(Alameda County), which has continued to increase 
its leadership as northern California’s largest popula- 
tion center. 


COVERS METROPOLITAN OAKLAND* 


Daily 208,852 

Sunday 235,354 

ABC Publisher’s Statement 
March 31, 1957 


National Representatives: 
Cresmer & Woodward, Inc. 


Member Metro Sunday 
Comics Network 


*65% of the more than 250,000 families in Metropolitan 
Oakland (Alameda County) are Tribune subscribers. 


Together with its commanding leadership in food 
sales and the importance of its food outlets, this 
makes Metropolitan Oakland a tremendously impor- 
tant market for any grocery product advertiser. It is 
a market that gets bigger and better every time we 
take a fresh look at it. 


NORTON W. MOGGE, President 
MOGGE-PRIVETT, INC., Los Angeles 
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Television’s top formula—crime detection — 
gets a powerful new twist in 


“DECOY” 


the all new, action-packed series 

that reveals, for the first time, the thrilling 
adventures of New York’s women police... 

in uniform and in fascinating disguise 

—from rags to rubies. . . as they fight the vice 
and crime that threaten America’s biggest city. 
Based on actual cases . . . filmed on the 

streets of New York for authentic realism! 


starring 


BEVERLY 
GARLAND 


Hollywood and television’s fast rising star, 
soon to be seen opposite Frank Sinatra in 
“The Joker is Wild”! 


PRODUCED BY PYRAMID PRODUCTIONS, INC. 
the creators of 


The Big Story 
T-Men in Action 
The Man Behind 

the Badge 


famous for top sponsor results .. . 
highest production standards. 


call the man from: 


. OFFICIAL FILMS ww: 


25 West 45th Street ¢ New York 36, New York 
PLaza 7-0100 


REPRESENTATIVES IN: Beverly Hills, 
Chicago, Dallas, San Francisco, 
St. Louis, Boston, Atlanta, Philadelphia 
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ment. These ads, in other words, 
serve two purposes. ) 


® At the same time, we were 
asked to suggest a name, and a 
program of display and advertis- 
ing, for the used-car operation of 
the new Edsel dealer. Summer of 
1956 sounds early to be consider- 
ing the used-car operation in 
dealerships that would not be es- 
tablished for at least another year. 
But you have to bear in mind 
that this was a very important 
aspect of Edsel marketing plans, 
because of the fact that every au- 
tomobile dealership consists of 
not one, but three businesses un- 
der the same roof: new cars, used 
cars, service. Each of these busi- 
nesses supports the other and 
each contributes to year-end net. 

We also suggested slogans and 
names for the Edsel dealers’ serv- 
ice operation. 


= We participated in making 
plans for introducing a recogniz- 
able and _ characteristic Edsel 
theme into the design of the ex- 
teriors and. interiors of Edsel 
dealers’ showrooms and we helped 
our client arrive at a dealer sign 
program. 

Another assignment had to do 


only get revised from time to 
time—did not exist at all. So we 
began to collaborate with the 
various departments of the Edsel 
Division in writing and designing 
a whole new set of manuals. 
(This work began in June, 1956 
and was carried on, after August, 
in our new Detroit office.) 


s By late summer 1956, our De- 
troit office, which opened on Aug. 
15, was very much a going affair 
and had begun work on the great 
raft of collateral material in- 
volved in any automotive account 
—full-line catalog, salesman’s da- 
ta book, color and upholstery se- 
lector, and many more. 

By winter 1956, we in Chicago 
had begun our first work on de- 
veloping product advertising, but 
work on some of the earlier proj- 
ects still continued. 


Development of the 
Detroit Office 


In our early meetings with the 
Special Products Division, we pro- 
posed major operations both in 
Chicago and in Detroit. 

We recommended that the di- 
rection of the principal creative 


“Additional Division ‘E’ 


vision theme song” .. 


let for fieldmen.” 


Edsel’s Agency Assignments 
Ranged Far and Wide 


Some idea of the range of material which Foote, Cone & 
Belding was required to produce for Edsel because it was start- 
ing from scratch can be deduced from the agency’s work con- 
trol reports and Detroit and Chicago assignments on Edsel. 

For the year’s period from Aug. 1 last year to Aug. 1 this 
year, 221 non-duplicated assignments appear on the basic as- 
signment sheet, and many of these represent very substantial 
projects, such as production of an Edsel data book, a service 
department manual, and—a single entry—“four national mag- 
azine ads—1957—2-page spread, four colors.” 


® A year ago the agencl) was working on such things as this: 
letterhead designs”... “Customer 
relations manual” ...“Dealers local ad manual”...“Box de- 
sign for parts and accessories department.” 

In a four-day period last December these items appeared on 
the list: “Dealer prospectus and profit forecast” ...“Edsel Di- 
. “Slide for presentation by Mr. Fox”... 
“Design for Edsel dealer letterhead” ...“Brochure listing pho- 
tographs for Edsel dealers”... “Quick car color reference book- 


And scarcely a month later, a whole host of catalog items 
added to the list in a single day: “Dealer portfolio ... catalog... 
catalog saver... station wagon folder... power options catalog 
... accessories catalog... quick facts book...full color post 
cards ...demonstration slogans.” 


with dealer operating manuals— 
books on how to manage a service 
credit and 
collections, and so on. You see, in 
the case of the Edsel, all these 
manuals—which normally are in 
existence for established cars and 


department, handle 


— mee 


Milton 


Baker Johnson 


work and planning be done in 
Chicago where our top creative 
people, plans group and large serv- 
ice departments are located. We 


also recommended that the ac- 
count management 


located in Detroit. 

It was decided that the Detroit 
office, as well as the management 
of the account, would be under 
the direct supervision of Mr. Win- 
ston, who would reside in Detroit. 
This would enable us to staff and 
manage the Detroit office as a true 
extension of Foote, Cone & Beld- 
ing. 


@ We stated that the parts, ac- 
cessories, service and used car ad- 
vertising, as well as all collateral 
material would be prepared in 
Detroit by an experienced creative 
group. 

We also told the Edsel Division 
that we believed one of the most 
important elements in the entire 
operation which we proposed 
would be the dealer field adver- 
tising activity. 

As a backdrop for more de- 
tailed development of our pro- 
posal in this area, we reviewed 
briefly the other Foote, Cone & 
Belding offices—New York, San 
Francisco, Los Angeles and Hous- 
ton. Each of these is a complete 
advertising unit with the ultimate 
responsibility of operating the ac- 
counts in its own area. At the 
same time, each of these works 
closely with all of the other 
FC&B offices in order to direct 
all of the resources of the total 
agencies toward every individual 
account. 


® We proposed starting with a 
group of field account executives 
who would be located in each of 
Edsel’s regional headquarter cit- 
ies and who would be on the job 
several months prior to the ship- 
ment of the first car. These ac- 
count executives would be under 
the supervision of our account ex- 
ecutive in our Detroit office in 
charge of Edsel Dealer Assn. ad- 
vertising. At the same time, our 
field account executives would 
have available to them the per- 
sonnel and services of all Foote, 
Cone & Belding offices through- 
out the country. 

Finally, we assured the Edsel 
Division that we would augment 
the staff assigned permanently to 
the Edsel account with experi- 
enced advertising personnel from 
without the agency. 

Here is how we went about 
setting up the organization which 
had been promised: 

First, a number of key people 
within Foote, Cone & Belding 
agreed to move to Detroit and par- 
ticipate in the fascinating busi- 
ness of helping to launch the Ed- 
sel. They are: 


e Charles S. Winston, vp and 
manager, Detroit office. Ten years 


and certain 


with FC&B Chicago office, suc- 
| cessively as account exec on Hi- 


creative and service functions be|ram Walker, account manager on 


Mitchell 
Mecklenberg 


Bourke 
Norton 


Curtis 


VanDerzee 

MARKETING AND ADVERTISING—Norman K. VanDerzee, assistant general sales manager— 
marketing, and E. E. Fox, advertising manager of the Edsel Division, are shown here 
assembled with their respective marketing and advertising teams. Department man- 
agers under Mr. VanDerzee’s direction are Henry G. Baker, planning and program- 
ming; Harold N. Johnson, service; L. C. Mecklenberg, parts and service; R. K. Norton, 


Copeland 


Doyle 
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ere 


McGovern VanDerzee 


FINAL OKAYS—Top sales and marketing officials of the Edsel Divi- 
sion make a last-minute check of ad proofs for the kick-off cam- 
paign. Shown here are Robert F. G. Copeland, assistant general 


sales manager—advertising, sales 
C. (Larry) Doyle, general sales 
McGovern, executive assistant to 


promotion and sales training; J. 
and marketing manager; R. J. 
Mr. Doyle, and Norman K. Van- 


Derzee, assistant general sales manager—marketing. 


Frigidaire and account supervisor 
on S. C. Johnson. He was for 
many years two-thirds owner of a 
large Chevrolet dealership. 


e Clyde E. Rapp, vp and account 
supervisor and associate manager. 
Joined FC&B five years ago after 
being advertising and sales pro- 
motion manager of Hamm Brew- 
ing Co. Previously with J. Walter 
Thompson Co. in Chicago and 
New York for five years, on Ford 
Dealer account among others. 


e Robert F. Hussey, vp and me- 
dia supervisor. Was media direc- 
tor of FC&B’s Chicago office since 
1947. 


e Daniel J. Sullivan, field ac- 
count executive, midwest region. 
With FC&B for nine years, four 
years as research supervisor, five 
as an account exec on Frigidaire 
in charge of factory-dealer co- 
op. 


e John Harvey, field account 
exec, San Francisco office of 
FC&B. Previously had agency 


creative and contact experience 
with Dodge, Buick and Packard. 


e John O. Cook, copy chief. With 
FC&B and its predecessor, Lord 
& Thomas, since 1940. 


e Robert C. Freeman, director of 
art department. With FC&B and 
Lord & Thomas for 23 years. Sen- 
ior art director in Los Angeles be- 
fore transfer to Detroit. 


e William Becker, art director. 
From the Los Angeles office of 
FC&B. 


e Charles Bungert, production 
manager. A veteran of 17 years in 


Lowther Noble Landmann 


the Chicago production depart- 
ment. 


e Lawrence Hofman, manager, 
accounting department. From 
FC&B’s New York office. 


® Having put together this nu- 
cleus of key Foote, Cone & Beld- 
ing personnel it was then our job 
to find the experienced automo- 
tive advertising personnel whom 
we wanted to add. Foote, Cone & 
Belding devoted the entire 
months of April, May and June, 
1956 to interviewing over 260 
people. At the outset we estab- 
lished the following policy in con- 
nection with making our eventual 
selections: 


e 1. We would make no final de- 
cisions until every person had 
been interviewed, and those peo- 
ple under serious consideration 
had talked to Mr. Cone and our 
other directors. 


e 2. Our future employes had to 
be “our kind of people.” This 
simply meant that they had to be 
devoted to the advertising busi- 
ness and the kind of people we 
could live happily with for many 
years. 


e 3. We decided not to invite any- 
one to join Foote, Cone & Belding 
unless we felt they could grow 
considerably beyond the position 
for which they were being em- 
ployed. 


# During the three months of in- 
terviewing we talked to a great 
many wonderful advertising peo- 
ple and the toughest part of the 
\job was narrowing the list down 


Norwalk 


dealer operations analysis; Walter S. Milton, market representation; W. H. Mitchell, 
special marketing projects, and W. O. Bourke, distribution. Mr. Fox’ advertising staff 
consists of Robert E. Curtis, advertising materials; Malcolm A. Lowther, radio and 
television; Kenneth F. Noble, print media; George D. Landmann, budget and finance, 
and Thomas S. Norwalk, collateral materials. 
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announcing 


Niagara Frontier’s 


newest and 


most powerful 


Sunday 


newspaper 


Niagara 


Falls 
Gazette 


Member — 
The Gannett Group of Newspapers 
Represented by 
J. P. McKinney & Sons, Inc. 
New York, Syracuse, 
Chicago, San Francisco 


Niagara County—site of the huge 
half-billion dollar State Power 
Authority power development — is 
one of the fastest-growing 

markets in New York State — Millions 
of dollars already have been 
invested in new industrial plants — 
with others yet to come. Such 
industrial growth means more jobs 
—more people — more buying power 
=m, —@ valuable market in which to 

) invest your advertising dollars 

— now and in the future. 


Reaching one of New York State's 
Fastest-growing Industrial Communities — 
Niagara County—a Quarter Billion Dollar 
Market of 65,000 Families 


On October 6, 1957, the Niagara Falls Gazette will issue its 
first Sunday edition in over a century of publishing history. 
With a record of over 95% coverage of urban homes by its 
daily edition—-41st* in retail advertising linage of all 
evening newspapers — this vital up-state New York com- 
munity of 217,700 population will now be dominated 7 
days each week by one newspaper especially tailored to 
local interests. No other newspaper can offer Sunday “on- 
the-spot” coverage in the important Niagara Falls market. 
Be sure the Sunday Niagara Falls Gazette is on your list. 
In black and white or color, your advertising will be seen by 
more Niagara County Sunday readers than in any other 
Sunday newspaper. 


*Source Media Records Inc. (first 6 months — 1957 ) 


SPECIAL FEATURES 


AP, UP and NEA News Services; 30 National Syndicated 
Comics in color; “Family Weekly” Section; 16-page TV- 
Radio Guide; Women’s Features Section (Food, Fashion, 
and Homemaking Hints); Sports; Financial; Classified; 
Columns on Government, Business and Finance, Photog- 
raphy, Home Care and Repair, and other feature columns 
by Sylvia Porter and Frank Tripp. 


first edition- Oct. 6 


NIAGARA COUNTY — Highest Effective Family 
Buying Power in Up-State New York 

Retail Sales $253,721,000 
Population 217,700 


Net Effective 

Buying Income $414,876,000 
Effective Buying 

Income Per Family $6,518 


SOME IMPORTANT GROWTH INDUSTRIES PROVIDING 
MORE JOBS FOR MORE NIAGARA COUNTY FAMILIES 


Bell Aircraft Corporation Moore Business Forms, Inc. 
Carbide & Carbon Chemicals Company National Biscuit Company 
Div. Union Carbide & Carbon Corp. ; 

National Carbon Company 
Carborundum Company Div. Union Carbide & Carbon Corp. 
duPont, E. |. deNemours & Co., Inc. Niagara Mohawk Power Corp. 
Electro Metallurgical Company Olin Mathieson Chemical Corp. 


Div. Union Carbide & Carbon Corp. 
Goodyear Tire & Rubber Company 
Hooker Electrochemical Company 


Pittsburg Metallurgical Co. 
Spirella Company, Inc. 


Stauffer Chemical Co. 


International Minerals & Chemical Corp. Titanium Alloy Manufacturing 


International Paper Corp. Div. National Lead Company 


Kimberly-Clark Corporation Vanadium Corporation of America 


GH an Be ee ee a ee ie ee ee Ee ee ay nS ae OA a ee en enn |), i en. one eee ee rere 
“die st er ree er Pe, ee ee mes Rs eames nasa | Me per LS a ae ene Bes: a: r ee Ea oe 2 eee epee a, eee : ed ee ee oo rig 1 ee Duan teeny meer tit oe” ee 
ae _- Eanes OO Ea eR eee ee St ee a Sa ieee ee : re ee ‘ee Sogou ia ens = + es ae et ne aR y= ee picts ea 
| eters 2 et ne, Peers AR, idea tk Se) ee ae ae ke es ee ee Re ee. eee ee, ee fe "TES eee ee meee eee 
Be 5, ee ae ee a Sea ee oe a Bare eee a ites a ene ny cla ie aaa a see Pee Ee ee 2. eee ee Dn ae phere See 1 A Ee se Te pos — Bn at Spe? : pete: We eee 
cas ere ak aes) Oia gees RE Re ee Tae ca ~~ oe we 7 sexmamai~ geen ee 1a) a ieee way ee, is Em all eer eta i eee. 
i 2 
Be we ane 
aa" va 
2 Be 
oy 
aii: 
nek ie ye 
Bo ; 
: 2 
t g 
on 
i 
’ 
Bo 2 
a ee 
fs : : 
: F 
: 
— , 
: ‘ 
| r 
/ mb 
Br 
a : 
| 4 
x | ; 
| 
! 
t 
| - Lewiston pocnPorr | 
f ; 
NIAGARA FALLS!~ ~~ — 
poactaad 
ad ! 
| ) , 
= > | 
/ , — ——_ 
sh r gurFALo | [ 
‘ ' | 
.. \ I 
* A, . 
‘ = 
: 
a ». 
* + $< f, a 
4 
: * " x © ’ . 
ws” - r é 
B * : _—_ ; 
“3 } . 
« } y 
Pa > =. : ¥ 4 
é : iv : ; 
" i | 4 , 
_ = a " 
j a oa " 
. = a ie. 
f 8 fb Be > 2 
s ss & } 
; : \ - % 
. “ ; 
#, ; d 
# : i 
ya os i 4 vi 5 a | 
‘ ‘ 43 . ¥ 
. : art y 
“ <a : i@ 
4 ¥ 7 f, mm, 
hi ¥ -_ 
" : e i ; —_ 
55 : i, e pie tae. —N pon, 
/ ¥ ; F . 
% 1% ; 
: ~ % . ? 
oe le - 
- . ane ae * 
; “etal ‘ *® x 
— > = 
, : oe | 2 . fe 
fe Mert , _ 
open = a ee ai ‘ ?, 
Le oe as 2 far a J 
a 6 ? je pee ea. 
XV . a A ome Se pes — 
. De di ‘. 7 hag a _ ey * 
pte & : = A Py . sis “y * ‘ 7 
z : ‘ * Be el 2. 4 * a 
es 
sae 
ee eet 3 =~ ? . 
es, bet : ie oP ee eee } Vt : oe i , : ‘ i . ee ae ’ i ean’ . - oe es ae 7 
i pf oy eee sei he ne ee a eee 55 teem f , a 2 eee et dies = lan Se oe co ah ae a a eee tee a eee Dai hag Oe eee, pet “< *] 
eaters Fr gee Se ee Piciees <2 n'a ‘ nia 2 ire ia oe Soha nesta ohteat dae - Hier einer net gi si gee i le aa BF ies a cn ote a BER: a Sue A RAT Sc hdR EO eh ACPI. Wena At aN Se graces an AAD, er Bile ef eo ie 
eis tae eA et i ee ei scan 5 eR ~ geo a ie ee UR Macly: eS : ahs a ree 1 oe wat be | eee ne — Be ee fe gs ci a ae aa ene ee 2h bets ee a eas A ae 
Per ai, A < PS eT RF BE on a By es Se er ve ne re ees ~ Si ae peer ee eA. ER ae a NN ST Bear eas ea eae 
Os “SEM a ao os Sales i a eat Pager ee AS, a rr ere ee fo SEs pe oe Ee ees ieee ee re ee ee ee rp eee ge ee ee ee eS 
Viren A 2 We a eo eee semen Stk es eit i er eS ee eee ee as ce Se eg aii et ee ans eae Se Me EI get = sR Gg ee een ae el ern oS Ae! eee 


Denver Conventions 


Denver’s lucrative convention business suddenly will quad- 
ruple in size during the spring and summer of 1960, a survey 
has disclosed. 

Advance reservations already made for 1960 conventions 
here through the Denver Convention and Visitors Bureau, Inc., 
are up 400 pct. over this year’s average. 

Key to this sudden skyrocketing of a business which al- 
ready pours millions of dollars yearly into the metropolitan 
area's economy is the fact two major new hotels will be com- 
pleted in downtown Denver late in 1958. 

They will add 1,000 luxury type rooms to the city’s con- 
vention accommodations, plus vast new dining and meeting 
areas. 

“Tt already is apparent that Denver is going to be one of 


the major convention cities of America,” said Clarence N. 
Hockom, manager of the Convention and Visitors Bureau. 

Hockom said the convention hall to be built in connection 
with the 22-story Webb & Knapp hotel now under construction 
at Courthouse Square is proving a major lure for big conven- 
tions. It will have facilities to handle 2,000 persons in one 
meeting hall. 

“The two new hotels have enabled our bureau to enter 
into competition for conventions with all the larger cities of 
America for the first time,’’ Hockom said. ‘‘Our central loca- 
tion, our fine highway, rail and air transportation setup and 
the fact Denver and its climate are becoming something magic 
throughout the nation make this city’s destiny as a convention 
center a natural.” 


Hockom said the recent | 
the oil-rich Murchison brot! 
with the Hilton Hotel chai 
story skyscraper Denver | 
more good news. Such a t 
ation of Denver’s conventi 

The convention busine: 
Denver and its economy, I 
of oil well drillers resulted 
offices of driiling firms. 

Hockom disclosed that 
signed up for late in 1959 
clude Disciples of Christ, , 


~ THE DENVEI 


Vol. 65, No. 347 


The Voice of the Rocky Mountain 


Denver, Colorado, Climate Capital of the Work 


Murchisons 
Plan to Build 
Denver Hotel 


The oil-rich Murchison brothers of Dallas, Tex., 
are negotiating with Hilton hotel chain executives 
for construction of a new skyscraper hotel in Denver, 
it was learned by The Denver Post. 

Plans at this stage call for a 700- to 900-room 
hotel of up to 30 stories in height. The location 
would be the west corner of 17th and Welton Sts., 
directly across the street from the 28-story $10 mil- 
lion Murchison Tower now under construction as a 
home for the First National Bank. 


Ralph J. Wann, a member of 

the Murchison executive coun- 

OSTOTTICG |i. saicine was not in a postion 
Annex Bids 


to confirm or deny the Hilton- 
Murchison report. But he added 
that ‘‘the Murchisons always are 
interested in a big deal.’' He 
Postal officials in Den- 
ver have issued formal in- 
vitations for bids on the 
new $8.2 million postof- 


said they are ‘‘very enthusiastic 
about their present Denver in- 
fice annex to be built near 
union station. 


vestments and are highly opti- 
Government officials in 


ested in Denver for several 
° of 1958. 


W. D. Brewer, regional direc- 
tor, said the bids will be opened ro 
Science 
Team Off 


as the Denver Hilton if the cur- 
in about 90 days. 
PATITDER, Colo., Aug. 12.— 


mistic about Denver's growth 

picture.” 
Hilton has been openly inter- 
rent negotiations are successful. 
Washington, D. C., gave Construction probably would not 
final approval to the long- start until completion of the 
awaited project last June Murchison Tower in the spring 

The plant is the largest postal 

facility approved thus far under 
the lease-purchase plan inaugur- 
sted in 1954 by the federal gov- 
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Sigistort ome 


Denver's explosive 11-year growth is reflected in this view 
of the downtown skyline, taken from a helicopter above 


the Capitol Bidg. 
Tower Bldg. is s 


Water Storage Sets 
40-Year Denver Mc 
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BOOn nore fact in 1943. 


Previous record high storage,no water at 


all. 
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Advertising Age, September 2, 1957 


Evolution of an Edsel Ad 


AGREEMENT QUICKLY REACHED—One of the remarkable things about the introduc- 
tory Edsel advertising campaign, as both Edsel and the agency look back on 
the long gestation period, was the relative ease with which agreement was 
reached on layout, approach, and copy. Early this year Foote, Cone & Belding 
showed Edsel very rough roughs of three different campaigns, and both 
client and agency quickly settled on “This is the Easel,” with quoted head- 
lines and low-key copy, which is being used. In layouts, although scores of 
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trial layouts were made, a basic idea of three horizontal elements originally 
suggested by Fred Ludekins before any copy was written, also quickly won 
out. The first consumer color spread, appearing in the Sept. 9 Life (below, 
right) emerged from scores of trial layouts (a few of which are shown at 
left above). From these the layout shown at right above was selected. This 
emerged as the color rough shown at 
ished color spread at right. 


nis sve EDSEL 


“A remarkable new automobile 


left, below, 


joins the Ford family of fine cars” 


and ultimately as the fin- 


to the group we should start with. 
These people were: 


e Albert F. Remington, account 
executive. Had been advertising 
manager for the Packard Clipper 
Division of Studebaker-Packard 
Corp. and previously in the adver- 
tising department of the Ford Di- 
vision for five years. 


e Bruce E. Miller, account exec- 
utive. Had been director of adver- 
tising and merchandising for Ply- 
month, and previously in ad de- 
partment of Hudson and a district 
manager in the field for Packard. 


e Lyman B. Avery, account ex- 
ecutive in charge of field organi- 
zation. Mr. Avery joined Foote, 
Cone & Belding with J. Walter 
Thompson's blessing where he 
worked for the past eleven years 


serving the Ford Dealer Assn.’s| 


advertising accounts in the Phil- 
adelphia, Washington, Pittsburgh 
and Atlanta districts. 


e David Jenkins. Mr. Jenkins’ re- 
sponsibility is handling the techni- 
cal copy and engineering contact 
with the Edsel Division and cen- 
tral styling and engineering staffs. 


e Robert J. Hakken, copywriter. 
Writing and copy. supervisory 
background on Plymouth, Lin- 
coln-Mercury, Chrysler of Can- 
ada, Studebaker truck and col- 
lateral materials on Studebaker 
cars. 


e Leonard Hyde, associate media 
director. Long background in au- 
to accounts. Since 1954 with Ken- 
yon & Eckhardt as media director 


on the Mercury and Lincoln ac- 
counts. 


e Robert M. Clark, associate me- 
dia director. In automotive media 
for ten years with Brooke, Smith, 
French & Dorrance, Maxon, 
Weintraub, and Geyer. 


e Robert G. Andrus, art director. 
Had been art director with Ben- 
ton and Bowles on Studebaker, 
with Kenyon & Eckhardt on Lin- 
coln-Mercury, and worked as an 
artist with J. Walter Thompson on 
Ford car and truck accounts. 


e Richard Clarke, art director. 
Was the head of his own art stu- 
dio. 


e John Rust, production super- 
visor. Had been in charge of pro- 
duction for newspaper advertis- 
ing of J. L. Hudson Co. 


® The Detroit office opened Aug. 
15 last year with this group. 
Since then a number of creative 


| people have been added, and in| 


addition field account executives 
have now been assigned to all of 
Edsel’s regional headquarters cit- 
ies where they are supposed to} 
jhandle dealer association adver-_| 
tising accounts and provide two-) 
way communication between | 
|point-of-sale of the product and 
FC&B offices where advertising 
is planned and created. 

The Detroit office in the Na-| 
tional Bank Bldg. consists of a/ 
little over 14,000 square feet, and 
jis completely designed to handle 
|an advertising agency of 70 people 
for the Edsel account. Right now 
it is over two-thirds filled. + 


Pulling the Curtain... 


Long-Range PR, Publicity Campaign 
Whetted Public Appetite for the Edsel 


Speakers’ Bureau Told 
Story Piece at a Time 
in 49 Instalments 


DearsornN, Aug. 28—Seventy- 
five members of the nation’s press 
slid behind the steering wheels of 
75 shiny new Edsels today and 
headed for their respective homes. 

The cars are all theirs—until 
next Tuesday. Between now and 
then they are guests, all expenses 
paid, of the Edsel division’s pub- 
lic relations department. 

This one-week loan of a fleet of 
new cars might be termed “wring- 
ing the rag”; it is the climax of a 
well-organized and highly success- 
ful pr and publicity program that 
started back in the spring of 1956. 


® Eighteen months ago the Edsel 
(then Special Products) division 
faced a dual problem: How do you 
“pull the curtain” on a new prod- 
uct (1) slowly enough so as not 
to reveal what it looks like, what 
its dimensions are, and what it is 
going to cost, but (2) rapidly 
enough to keep the nation’s chan- 
nels of communications—and sub- 
sequently the public—talking about 
it? 

Here is the story of how the Ed- 


sel division’s pr department, head- 
ed by C. Gayle Warnock, managed 
to “publicize a secret” over a year- 
and-a-half span. 


The Speakers’ Bureau 


Edsel decided to eschew straight 
publicity releases—except to an- 
nounce the name of the car, the 
appointment of Foote, Cone & Bel- 
ding and some personnel appoint- 
ments—and depend on another 
method of getting the Edsel story 
out piece by piece. 

To do this a speakers’ bureau 
was set up, consisting of the fol- 
lowing Edsel people: Richard E. 
Krafve, general manager of the 
division; Larry Doyle, general sales 
and marketing manager; J. Em- 


mett Judge, manager of merchan- | 


dising and product planning; Bob 
Copeland, assistant general sales 
manager—advertising, sales pro- 
motion and sales training, and El- 
don Fox, advertising manager. 


s Between them they filled 49 
speaking engagements in 13 
months, with Krafve, Doyle and 
Judge doing all but four; Fox and 
Copeland each handled two speak- 
ing assignments. 

The schedule calls for Krafve 


to address groups of financial men, 
bankers and “thought leaders”; 
Doyle was to handle sales groups, 
ad clubs and trade organization 
conventions; Judge would speak to 
technical groups. 

On each speaking junket an Ed- 
sel pr man accompanied the speak- 
er and set up a press conference 
the morning before the speech. 
Some of the questions asked ct 
these conferences could not be an- 
swered, of course, but Edsel at- 
tempted to offer some new bit of 
news about the car each time. 

Edsel got good results right off 
the bat. The first speech was made 
in Portland, Ore., in April of ’56 
by Richard Krafve, and releases 
were sent only to the local papers. 
Yet the wire services picked it up 
and it was played all across the 
country, with clippings coming 
|back to Edsel’s pr department as 
late as last December. 


# What kinds of information were 
released step-by-step at these con- 
ferences and speaking engage- 
| ments? Here are just a few ex- 
amples of data that first were 
released by the speaker and at the 
time indicated (all in 1957): 


January—Doyle in Boston 

Doyle said that stylists had ex- 
amined current makes of cars from 
a block away, then went back and 
designed a car that would be “dis- 
tinctive and easily recognizable, 
no matter from what angle viewed 
—front, side or rear.” 


January—Krafve in San Francisco 
Krafve said that Edsel produc- 


(Continued on Page 52) 
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The exciting story of people produces another exciting story for advertisers 


New Politz study* reveals LOOK average-issue audience is now 


24,800,000 


Another new nation-wide study of the Look audience, 
just completed by Alfred Politz Research, Inc., shows 
that 24,800,000 people ten years and older—one out of five 
in the nation—read an average issue of LOOK. Among 
-them: 


FEMALES ..... 13,150,000 


approximately one out of five (19.8%) of all females. 


HOUSEWIVES . . . 7,350,000 


approximately one out of five (19.6%) of all house- 
wives. 


MALES ....... 11,650,000 


almost one out of five (19.0%) of all males. 


In those groups frequently cited by marketers for their 
buying activity and influence, LOOK average-issue cover- 
age is particularly noteworthy. For example— 


AGE 20-39. . . 10,550,000 


almost one out of four (23.7%) of all people in this 
age of family formation. 


FAMILY INCOME $7,000 or MORE . . . 6,250,000 


approximately three out of ten (29.4%) of all people 
living in families with such income. 


COLLEGE EDUCATION . . . 5,750,000 


three out of ten (30.0%) of all people 20 years and 
older who have attended college. 


_ RETAIL EMPLOYEES . . . 1,450,000 


more than one out of four (27.5%) of all people 15 
years and older employed or self-employed in retailing. 


Now, as advertising schedules are planned for the year 
ahead, this new study provides a current index to LOOK’s 
growing coverage and relative size. The great efficiency 
Look brings to a marketing program is re-affirmed. And 
the vast reach of LOOK, documented by the Politz re- 
search, underscores LOOK’s belief that nothing in the 
world is more exciting to people than people. 


*100K's Continuing Program of Audience Research 


During the postwar years, Look has sponsored, and 
made available to advertisers, more audience studies 
than has any other major magazine. This is a continu- 
ing program. For Look believes the measurement and 
definition of a magazine’s audience are essential to the 
sound evaluation of the medium by advertisers. 


In the past 18 months alone, LooK has sponsored 
four separate nation-wide investigations of its audi- 
ence through Alfred Politz Research, Inc. The first 
three were conducted between Feb., 1956, and Feb., 
1957, when Look domestic circulation for the issues 
studied averaged 4,126,000. The result : Politz reported 
20,000,000 people read the average issue of LOOK. 


The fourth and newest study was conducted during 
May and June, 1957, when Look U. S. circulation for 
the issues studied averaged 5,093,000. In this survey, 
Politz found that 24,800,000 people read the average 
issue of LooK—representing an audience increase vir- 
tually in exact proportion to LooK’s growth in circula- 
tion. This stable relationship between Look circulation 
and audience—shown again and again in postwar stud- 
ies—is vitally significant to advertisers. 


For here is powerful evidence that, as Look circula- 
tion continues to grow, LOOK continues to attract and 
hold a growing number of readers. Remember—readers 
are people, and people make markets. 


May-June 1957 Feb. 1956-Feb. 1957 


U. S. Circulation of 


Issues Studied 5,093,000 4,126,000 
Audience 24,800,000 20,000,000 
Readers per Copy 4.87 4.85 


More than ever, people are responding to 


the exciting story of people 
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A $250,000,000 Gamble . . . 


Wanted: 1,250 Venturesome Dealers; 
Here s How Edsel Recruited Them 


‘Looked for Men Who Can 
Sell Cars—and Also Make 
Money,’ Says Larry Doyle 


DEARBORN, Aug. 29—How do 
you go about building a sales staff 
on whose shoulders will ride a 
$250,000,000 gamble? 

This was one of many problems 


that Ford Motor Co. tackled when | 


it decided to bring out its new 
Edsel. And the story behind the 
hand-picked selection of the 1,250 
Edsel dealers who will open their 
doors to the public next week 
shows the painstaking effort and 
research that went into the task. 

The dealer selection task went 
far beyond selecting just 1,250 
dealers; the Edsel dealer selec- 
tion plan actually has _ several 
phases which, when completed in 
1960, will bring the Edsel dealer 
complement to approximately 3,- 


s Who are the Edsel dealers that 
will be on deck when the new 
Ford company entry is unveiled 
to the public on Sept. 4? Where 
did they come from? And how did 
the Edsel executive team go about 
lining them up? 

For the answers to these and 
other questions ADVERTISING AGE 
turned to J. C. (Larry) Doyle, 
general sales and marketing man- 
ager of the Edsel division, and a 
man who in his 40 years with 
Ford had been exposed to all fac- 
ets of the dealer picture. 


@ What were some of the quali- 
ties that Edsel was looking for in 
its dealers? 

“We wanted men who know 
business, and not just the auto- 
motive business,” Larry Doyle 
explained. “We wanted men who 
were capable managers, who 
knew how to sell cars—and who 
knew how to make money,” he 
added. 

A record of capable manage- 
ment was a dominant factor in all 
dealer screenings. This point was 
stressed because keeping a bal- 
anced operation—putting proper 
emphasis on all facets of the op- 
eration, so that maximum benefit 
is reaped from service and from 
used car operations, as well as 
from new car sales—has always 
been a problem in the automobile 
business, Mr. Doyle said. 


s And in addition to the factors 
already mentioned, Edsel also} 
looked for “a history of ethical | 
dealing. 

“We wanted men who had rec- 
ords as good citizens, and who | 
were active in the community in| 
which they lived,” Mr. Dovle said. | 

Although there was always) 
strong emphasis on getting a deal-| 
er with a record of successful au- | 
tomotive experience, in some 
cases Edsel decided to gamble on 
a man without this experience, | 
but one who had a highly suc-| 
cessful record as a business man 
in some other field. 

However, even here 
strove to line up a strong auto- 


motive man to go into the dealer- | 


ship with the non-automotive 


business man. 


The Screening Process 


There has been much written 
about the flood of inquiries that 
the Edsel division (then the Spe- 
cial Products division of Ford Mo- 
tor Co.) received from all over 


the country when news of the/ other concessions to woo the deal-| of its new dealers came from other 


proposed new car first got out. 
However, the real story of Ed- 


sel dealer recruitment doesn’t lie'the extra stixnulus provided by/| 16-18% bracket come from? A 


Edsel | 


i the investigation of the more 
|than 4,800 inquiries and applica- 
|tions that have been received. It 
|lies, instead, in the more than 1,- 
|000 visits to carefully selected 
communities by members of the 
|Edsel executive team. It lies in 
|their meetings in these commun- 
ities with the financial, civic and 
business leaders, at which time 
they asked the opinions of local 
leading citizens on the auto deal- 
ers in these respective communi- 
ties. 


s After discovering who the No. 
1, No. 2 and No. 3 dealers were in 
each of these more than 1,000 
communities, the Edsel group 
drove around and, unknown to 
these dealers, examined their 
| physical setup and facilities, scor- 
ing them on their attractiveness, 
adequacy and other discernible 
points. 

Then they sat down and graded 
each of the top three dealers on 
a series of points—like sales re- 
cord, profit record, reputation with 
people, etc.—and eventually ar- 
rived at the one they would like 
to have handle the Edsel. 

When this stage had been 
reached—and only then—they re- 
ferred to the stack of 4,800-plus 
inquiries. If the dealer they had 
decided upon also had applied, 
they matched his statements in his 
inquiry with their own data on 
him, and if everything seemed to 
jibe they called on the dealer of 
their choice. 


‘Selling’ the Dealer 


When you find the dealer you 
want—a top-notch business man, 
doing a successful job of selling 
another make of car—how do you 
go about convincing him that he 
ought to switch to Edsel? AA 
asked Larry Doyle this question, 
and here is his answer: 

“We said to our prospective 
dealer, ‘Are you doing a pretty 
good sales job with Car X?’ His 
answer, of course, was ‘Yes.’ 
Then we asked him if other deal- 
ers handling Car X were doing as 
good a sales job. His answer was 
‘No.’ Then we pointed out to him 
that it wasn’t Car X that made 
him successful, but his own abil- 
ity as a car dealer. 

“We used the same basic for- 
mula in querying him about other 
facets of his operation; was he 
doing a pretty good job selling 
used cars; was he doing a large- 
volume service business; was he 
making money. In each case,” 
Larry Doyle said, “we stressed 
the fact that he was doing well in 
all these departments because he 
was a good business man, not 
simply because he had a good 
product to sell.” 


® This approach would appear to 
put the Edsel on at least an even| 
footing with Car X. But how did| 
Edsel’s dealer recruitment team 
nudge the prospective dealer that | 
little extra it took to get him to 
make the switch? 

“After we had made our point 
that it was his ability, not nec- 
,essarily the product, that made 
him successful, we simply asked 
him: 

“*What kind of sales program 
could you and the maker of Car X| 
put together that would match! 
the interest generated by an all-| 
new car like the Edsel?’” | 
| Mr. Doyle said that they didn’t | 
offer any higher commissions or 


jer. But they did point out that he 
was making money now, and with | 


an all-new car he should find 
himself selling more cars and 
making more money. 


= When the dea'er-to-be brought 
up the inevitable question of what 
he would do for service business 
at the outset, here was the Edsel 
team’s answer: 

Figures show that the majority 
of cars of any given make are ser- 
viced by shops other than those 
set up to service that particular 
make, Edsel pointed out. There- 
fore, there is ample opportunity 
for a dealer to (1) continue ser- 
vicing the Car X customers he 
now has and (2) build a service 
business on all other makes of 
cars. 

“Normally a dealer would use 
new car sales to develop service 
sales; with Edsel it will be just 
the other way around,” Larry 
Doyle told AA. 


Picking the Right Markets 


How did Edsel] decide on loca- 
tion for its first 1,250 dealerships? 

“The easiest thing to have done 
would have been to copy from 
Ford and Mercury,” Larry Doyle 
said, “but we didn’t. We had a 
new car to work with, so we 
looked for different ways—better 
ways—so we could take advan- 
tage of new and better methods 
that have been developed since 
earlier dealer organizations were 
set up.” 
He also stressed an advantage 
he felt the Edsel division had: 
About 70% of the division’s per- 
sonnel were from outside the Ford 
Motor Co. (although it had its 
share of old-time Ford people in 
many key spots). Many of these 
people came from other auto com- 
panies, and they contributed ideas 
and suggestions based on their 
former experiences. 


= The dealer recruitment pro- 
gram was based on two studies of 
the U. S. market. The first study 
covered major metropolitan areas; 
the second dealt with secondary 
markets. Purpose of both studies 
was. to determine as closely as 
possible where the primary mar- 
kets for Edsels were located. 
The surveys covered such items | 
as number of medium-price cars| 
sold in each market, income 
brackets in the area, and any} 
other factors relating to sales po- 
tential. As a result of these surveys 
Edsel decided it needed 1,250 deal- | 
ers in operation by “E” day. 

After the dealer number and) 
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Edsel Dealer Ad Fund: How It Will Work 


Edsel dealers intend to follow 
an advertising pattern set for 
them by Ford and by Lincoln- 
Mercury and by Lincoln-Mercury 
dealers. 

An Edsel Dealer Advertising 
Assn. has been set up in each of 
Edsel’s 24 sales districts. These as- 
sociations will supplement factory- 
level advertising with loca] and re- 
gional ad programs based on vari- 
ations in buyer preferences and 
economic conditions from one mar- 
ket to another. 

Here’s how the associations will 


operate: 

Each participating dealer will 
pay an assessment on each new car 
he purchases from Edsel. Once a 
month the factory will remit the 
total collected in the past month 
to the EDA district from which it 
originated. These funds will be ad- 
ministered by an annually elected 
committee of dealers, representing 
all dealers in that district. 

Foote, Cone & Belding will be 
agency for the committees and 
will work with them in developing 
programs to meet local situations. 


location decision was made, the 
24 Edsel district offices were lo- 
cated, and then five regional of- 
fices were set up. Their location 
was dictated by one major con- 
sideration: The best place from 
which to get to all district offices 
in the region. 


® Despite Edsel’s emphasis on 
bringing in new blood and fresh 
approaches, many of the top jobs 
in the dealer setup are held down 
by former members of either Ford 
Motor Co. itself or one of its divi- 
sions. For example, the five re- 
gional sales managers are all Ford 
men: One was a regional sales 
manager for Ford cars; two were 
district sales managers on Ford; 
the fourth had been with Stude- 
baker for the past ten years, last 
post being assistant general sales 
manager, but prior to that he had 
been a Ford sales and field man- 
ager and had 20 years with the 
company; the fifth was general 
sales manager of the Ford tractor 
division, and was close to the 
Ford dealer picture, as tractors 
are sold through the Ford deal- 
ers. 

“We wanted some Ford back- 
ground, not only in the regions, 
but in the managers or assistant 
managers of the regions,” Larry 
Doyle said. “And we have man- 
aged to get it in all but a few— 
and in those we at least have a 
strong department head who has 
Ford Motor Co. background.” 


@ Was there any problem in get- 


| ting the people from Ford that the 


Edsel division wanted? 

None, said Mr. Doyle. “We pre- 
pared a list of the people we 
wanted for key spots, and if we 
could justify our reasons for need- 
ing them we could hire them 
away from the other divisions or 
the parent company.” 


On applications from Ford, 


Edsel Dealers: Where They Came From 


What were the approximately |check of the roster of applicants 
1,250 new Edsel dealers doing be-| indicates they come from just 
fore they decided to cast their lot| about any place. Here are brief 
with Ford Motor Co.’s new baby? backgrounds on three successful 
Edsel won't reveal specific figures | Edsel dealership candidates: 
on how many came from Ford's), 4, 4 yp and member of the board 
principal com peti {ors General of directors of a 78-year-old busi- 
Motors how a. r er—or rom) ness which manufactures proprie- 
= m 7 i Z pescenings | tary medicines, fine chemicals and 

, a | pharmacuetical drugs has estab- 

aon ees r owing where some Of | lished an Edsel dealership in a 
rete Recon — gures are @P~|jarge southern city. The 34-year 
: old Edsel dealer is a great-grand- 
hinge | cage 4 a nephew of the medicine company’s 
About . oS ©\ founder. Before becoming vp of 


their Edsel dealership in conjunc- |sales promotion for the pharma- 

tion with whatever other Ford Mo- | ; ‘ , 

will operate a separate Edsel shop. | . 
16-18%—People never before in| @ 2. In a medium-size midwestern 

the auto business. In each case|city a partner in a_ successful 

here, however, Edsel stresses that wholesale bakery supplied finan- 


‘a “strong” automotive man will | cial backing to establish his son as 


hold down a top post in the deal-| an Edsel dealer. The 28-year-old 
ership. dealer, recently a naval officer, 
6-8%—Used car dealers. holds an engineering degree. A 
2%—Ford Motor Co. employes| veteran automobile sales manager 
(other than dealers). will have a key role in operation 
42-46%—Mostly dealers not al-|°f the dealership. 
ready in the Ford family. As men-|e 3. A successful oil company and 
tioned earlier, Edsel did not di-|inyestment firm owner, who 18 
vulge figures on what percentage | years ago was a bulk oil tank truck 
driver, has established a dealership 
in a small Minnesota city. His son 
is vp and general manager of the 
dealership. # 


auto companies. 
Where do the “outsiders” in the 


| Mercury or Lincoln dealers who 


wanted to switch to an Edsel deal- 
ership, “we talked it over with the 
divisions and worked it out,” Mr. 
Doyle said. 

(Actually, this did not seem to 
be too much of a problem—about 
30% of the 1,250 dealers in oper- 
ation on Sept. 4 will be Ford or 
Mercury dealers who will operate 
an Edsel dealership, either sep- 
arately or in conjunction with 
their present dealership.) 


Indoctrinating the Dealers 


Earlier in this dealer story we 
told of Edsel’s emphasizing to 
prospective dealers the impor- 
tance of a good service operation, 
which would help tide them over 
the period during which Edsel 
servicing would be at a minimum. 

This same strong emphasis on 
building profitable service also 
became a cornerstone of Edsel’s 
program to indoctrinate its newly 
signed dealers, with brochures 
urging the building and retention 
of service business being sent to 
dealers. 

Edsel also urged its new dealers 
to concentrate on used car opera- 
tions—another source of income 
that would alleviate the absence 
of Edsel servicing. Edsel sug- 
gested to dealers that they get ac- 
tively into the business of buying 
and selling used cars and that 
they supplement cars on their lot 
with other makes and models so 
that they could offer a wider 
range of used cars. 


s In addition to stressing other- 
make servicing and used-car con- 
centration, Edsel kept its new 
dealers well supplied with data 
and instructional material right 
up until announcement day. These 
included everything from hand- 
books on suggested types of show- 
room signs and showroom design 
to forms for recommended ac- 
counting, sales and other internal 
operating systems. 

(A detailed story on collateral 
materials furnished to Edsel deal- 
ers is on Page 46.) 


Recruiting with Ads 


Edsel did not use any advertis- 
ing to recruit prospective dealers 
until about four months before the 
car was to be introduced. 

On April 29 it ran its first deal- 
er recruitment ad—a b&w spread 
—in Automotive News. Spreads 
lalso were run in seven other au- 
tomotive publications in May, and 
a total of 27 spreads—eight of 
them in Automotive News—had 
appeared as this story was writ- 
ten. 


® By introduction day (Sept. 4) 
Edsel is counting on about 1,250 
dealers, and expects to have 1,500 
by the end of this year (Edsel 
feels that the most productive re- 
cruitment period will be after the 
car comes on the market). 

The dealer corps should reach 
2,000 by the time the 1959 Edsel is 
introduced late next fall and 
should hit its ultimate goal of 
| about 3,000 by the time the 1960 
Edsel starts rolling off the as- 
sembly lines. # 
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“I follow Ad Age 
for the news of the 


LA 


advertising business 


says J. H. ELLIS 


President and General Manager 


Kudner Agency, Inc. 


“Advertising Age fills an important spot in our business, 


by its alert, accurate, and interesting coverage of 
J. H. S. (“Jim”) ELLIS 


Mr. Ellis brought over 38 years of agency experience to what's going on in the whole field of advertising. It is 
Arthur Kudner, Inc. in 1944, when he joined that firm 


as its president. His work experience began in Indiana q kK M d d k d 2 
when he started his own outdoor advertising plant in a “s i at 
chain of small towns. After World War I, he became a -* ON My COS OVOTY MONESY. More Oe ee eee a 
copywriter in Columbus, Ohio; from there went to 
Chicago and on to New York where he was located for 
29 years. 


Since 1945, when Mr. Ellis and other key members of the 
staff of Arthur Kudner, Inc., formed Kudner Agency, 
the annual billings have grown from $15.0 million to 
$66.2 million. Serving as president and general man- 
; ager, he maintains a keen and continuous interest in the 
7 creative side of the business, patterning many of his 
clients’ campaigns. 
Ranking 13th in 1956 billings, Kudner serves such ac- 
counts as Goodyear Tire and Rubber Co., Collens & Aik- 
man Corporation, the beverage division of National 
Distillers Products Corporation, and several divisions 
of the General Motors Corporation. 


Mr. Ellis has engaged in many advertising activities, in- 
cluding being past treasurer and director of the 4 A’s, 
a member of the business advisory board of the Post 
Office Department. Currently, Mr. Ellis is chairman of 
, the N.O.A.B. and a member of the business advisory 
Ss pane! of the President’s Highway Safety Committee. 
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with timely information an agency head needs.” 
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‘Expressway Green’ and Letter ‘E’ 
Are Keys to Edsel Sales Promotion 


| 
DEARBORN, Aug. 28—“The deal-|continuity runs through all of the 


ers we've selected are sound busi-|promotion materials. 
ness men. We don’t feel they have jordination is 
to be sold on the value of using 
sales promotion materials.” 


Basic co- 

achieved through 

widespread use of the simple Ed- 

sel “E” trademark and Express- 
This is the philosophy of R. F.|way Green—the company’s “offi- 

G. Copeland, assistant general cial” color. 

sales manager of Edsel, who has 


guided all sales promotion plan-|# A typical example of this co- | 


ning. Nevertheless, Edsel has left |ordination is found in Edsel’s sign 
no stone unturned in making sure | program—easily the biggest deal- 
that every essential sales promo-/er identification program of the 


tion tool is easily available to its 
dealers. 

Just selecting promotion 
in itself was no simple 
Thousands of items were care- 
fully screened, and from them 
Edsel selected the hundreds of 
sales promotion pieces which are 
essential to the merchandising of 
a new automobile. 

A carefully charted chain of 


items 
task. 


NOW IN 


ROANOKE 


and Western Virginia 


WDBJ-w& 


presents 


WWW 
WS 


followed by 


the EARLY SHOW 


Famous Feature Movies 


Monday through Friday 
4:00 to 6.05 P. M. 


Your Peters, Grittin, Woodward 
“Colonel” can give you the full story con- 
cerning participations. 


Call him now! 


ROANOKE, VA 


Owned and operated by 
the Times-World Corp. 


|\decade. Edsel offers its dealers 
about 30 basic sign styles, with 
several variations available for 
most of the signs. All, however, 


In presenting the sign program 
to its dealers Edsel toots no big 
horns. A special 32-page booklet, 
“Signsmanship for Edsel Dealers,” 


tail, including a basic discussion 
on the value and purpose of signs. 
All copy, however, is kept in low 
key—evidence that Edsel has con- 
fidence in its dealers’ built-in ac- 
ceptance of the need for effective 
sales promotion. 

Even the selection of sources of 
supply for identification materials 
was left to the dealer’s choice. In 
its sign catalog Edsel lists 
primary sign styles available 
through six suppliers selected be- 
cause “they are acknowledged 
leaders in their various fields.” 
But Edsel is careful to point out 
that it has “no desire to influence 
any Edsel dealer in the choice of 
sign sources, either ‘local’ or ‘na- 
tional’.” 


s The Edsel sign program pre- 
sents an excellent example of 
carefully coordinated effort be- 
tween advertiser, agency and 
suppliers. While the basic job of 
developing the identification pro- 
gram was in the hands of Ed- 
sel’s sales promotion department, 
agency personnel worked closely 
with the company, particularly in 
planning the materials used to 
merchandise the program to deal- 
ers. 

The six basic sign suppliers 
were no bystanders just awaiting 
orders. They played important 
roles in the program from start to 
finish. 


s A primary key to Edsel’s entire 
sales promotion program, quickly 
evident in the identification ma- 
terials, is simplicity. Just as Edsel 
explained it wasn’t out to “out fin” 
anyone with its car design, it 
wasn’t out to “out-gimmick” any- 
one with tricky promotion tools. 
Constant repetition of the sim- 
ple “E” trademark and the special 
green color offset the almost stark 
simplicity of many of the promo- 
tion pieces. It is doubtful that 


Wallace Kimball 


have two things in common—the | 
Edsel “E” and Expressway Green. | 


explains the sign program in de-| 


MERCHANDISING AND PRODUCT PLANNING—J. Emmet Judge heads up 
Edsel’s merchandising and product planning team. On the team 
are David Wallace, manager, marketing research department; R. E. 
Kimball, car planning department, and E. E. Ratliff, manager, mer- | 
chandising and programming department. 


j 
| 


DESIGN CARRIED THROUGH—F red Ludekins, noted art- 
ist and senior vp of Foote, Cone & Belding, made 
the pencil sketches reproduced here on a telephone 
pad in a Drake Hotel room where he and Fairfax 
| Cone were holding a preliminary discussion of 
leny major advertiser has ever)designed for every surface.” 
made more extensive use of ei-| Identification coordination 
ither its trademark or a _ single|doesn’t stop with the exteriors of 
color in a promotion program. |dealer buildings, however. Every 
Not only does the constant rep-|effort is made to achieve a family 
etition of these two elements add/|appearance for showroom inter- 
up to a strong impact, but itjiors and used car lots as well. In 
makes possible extensive savings|both cases, simplicity is the key- 
in the production costs. Many) note in planning—again emphasiz- 
items which normally would in-|ing the “E” trademark and the 
volve the use of a number of col- | green-and-white company colors. 
ors have been produced in simple 
green-on-white or white-on- | s To obtain as much coordination 


follows this 
faithfulness. 


green. as possible, Edsel offered dealers 
an advisory service for the layout 
® Actually, Expressway Green|@nd color schemes of their build- 


isn’t Edsel’s only “official” color. | ings. In addition, it supplied deal- 
A green-tinted gray, called Edsel | €Ts with a complete catalog of 
High-Light Gray, plays an impor-| Permanent merchandising materi- 
tant role in the company’s identi-|4!S and equipment. Most of the 
fication program. It was selected|‘tems selected are typical auto- 
as the appropriate background of | 


Edsel advertising almost a year ago. Mr. Cone saved 
the sketches, and now points with pride and some 
wonder to the fact that the Edsel layout pattern 
initial 


conception with remarkable 


mobile showroom fixtures, but 
there were several innovations. 
Edsel’s dealer quarterly ex- 
|plained some of the new twists: 
“Among the showroom material 
available are a turntable for car 
display, with colored spotlights. 
But here’s a new way to drama- 
tize the effect: an angled wall 
mirror repeats the image of the 
\car in its multiple faces, creating 
the illusion of great spacious-~ 
ness. When the customer sits in 
your showroom car he sees him- 
self in it—a most effective bit of 
sales psychology. Like the clothes 
buyer who ‘tries on a suit for 
size,’ he sees himself flattered by 
the new car and so wants it all 
the more, 
| “Something new in the industry 


the other elements of the identi-| 
fication program. 

All dealers are encouraged to 
adopt the gray as a standard color 
| for showroom exteriors to accel- 
jerate public awareness of Edsel 
dealers as a group. “it will help 
impress the public,” says the Ed- 
sel sign catalog, “wherever they 
are and wherever they go, with 
the strength and permanence} 
and determination of the Edsel 
| organization—dealer and factory, 
| alike.” 


'® To assure accurate paint | 
|matches, the Edsel sign book car- | 
lries a large swatch of the Edsel’! 


|High-Light Gray color, explain- | 
‘ing, “You can order it mixed at| 
your local paint stores in finishes | Savings in time and money 


offered by “central” printing 


facilities 


facilities we offer. 


Write for 
samples and 


Judge Rotliff 


201 E— 16TH AVE 


Print in Mid-Ameri 


location with complete production 


Shipping or mailing your publica- 
tion, catalog, broadside or similar 
printed material is often faster and 
more economical whez you use a 
centrally located source such as 
ours in the geographical center of 
the U.S. We are presently produc- 
ing program sections of 4 editions 
of TV Gume Macazine, typical of 
the quality printing and handling 


= “ 


li 
KANSAS 


PAL ~~ 


TIME AVAILABLE ON THIS 
WEB-FED OFFSET PRESS! 


Newly installed for high speed 
production—one to four colors 
—page size 84” x 11” and 
multiples—up to 64 page sec- 
tions in one operation. Rated 
speed — 20,000 sections per 
hour. 
COMPLETE SERVICE 
©@ From Art to Mailing 
@ Intelligent Production 
Counseling 
©@ Web-fed Offset and 
Letterpress 
LRE RR REE ERE REE REE RES 


HENRY WURST;iinc. 


e NORTH KANSAS CITY, MO 
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is a unique showroom ‘informa- 
tion center.’ It consists of a pylon 
which will show beautiful, color- 
ful transparencies of all models 
and features, color slides on ex- 
terior colors and upholstery, and 
other visual evidence of Edsel 
selling points.” 

Coordination of used car lot 
identification was just as care- 
fully planned as that of the 
showrooms—with the green-and- 
white theme carried even to the 
extreme of a rotating beacon to 
thrown a beam of Edsel green at 
passers-by. 


® Permanent identification mate- 
rials, of course, are but one phase 
in the multi-million dollar sales 
promotion campaign surrounding 
the introduction of the new Ed- 
sel. Even though the company 
proclaims that its introduction 
period will cover the entire car | 
model year, instead of the usual) 
first few weeks, Edsel prepared 
an extensive kit of announcement 
materials for dealers just as com- 
plete as any ever to come out of 
Detroit. 

Announcement materials range 
from window trim and showroom 
displays to special business cards 
for salesmen and dozens of adver- 
tising specialties. Some of the 
more unusual items include: 


e Magnet-backed signs designed 
to be quickly attached to any 
steel part of the car, pointing out 
special features. Car model iden- 
tification plates also were mag- 
net-backed for easy attachment 
to showroom Cars. 


e A simplified color and uphol- 
stery book designed to eliminate 
bothersome “flip-flopping” to se- 
lect color combinations. 


e A unique business card for 
salesmen. A four-page card, the 
front carries just the “E” trade- 
mark in green on white. Inside 
right page carries a full-color 
picture of the new Edsel. Inside 
left has dealer imprint, salesman’s 
name, phone number and address. 
The back is blank for prospect 
notes. 


e A battery-powered junior-size 
replica of the new Edsel, approx- 
imately 64” long to attract the 
youngsters to the showroom. 


es As a central element in its 
year-long sales promotion pro- 
gram, Edsel developed what it 
calls “The Green Line Program.” 
A seven element audio and visual 
aids program, it features materi- 
als which double as sales train- 
ing aids and customer promotion 
pieces. 

Much of the program concen- 
trates on direct comparisons of 
Edsel features with those of com- 
petitors. The comparison materi- 
als will include six sound slide 
films, eleven monthly newspaper- 
style bulletins, slide rule-type 
charts and specia] data sheets for 
salesmen’s guide books. 

Meeting guides are furnished 
for most of the materials and 
special retention materials ac- 
company ‘the films so that sales- 
men can take material from each 
sales meeting to be used in sell- 
ing prospects on the points cov- 
ered in the meetings. 


# In addition to the comparison 
material the Green Line program 
includes two color sound slide 
films made in two versions—one 
for sales meetings, the other for 
prospect presentations. The color 
films cover basic product features. 

Also included in the program 
is a three dimensional viewer kit 
which the salesmen can use to 
bring the whole Edsel line right 
into a potential customer’s home 
or office. The kit contains a view- 
er and five reels of stereo pic- 
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Gomberg to Macy Subsidiary |public relations of the Garden| Graydon Succeeds Hays dio and television relations for the 

Abbott Gomberg, formerly pub- State Plaza Corp., regional shop- Walter A. Graydon, with the|railroad’s Pacific Northwest office 
lic relations director of R. H. Macy |ping center at Parimus, NJ., and public relations staff of the Union] at Portland. He succeeds James L. 
& Co., New York, has been ap-|a wholly owned subsidiary of| Pacific Railroad for six years, has|Hays, who has retired after 34 
pointed director of promotion and | Macy. been named director of press, ra-| years with the railroad. 


SPRINGFIELD 


(Illinois’ Capital) 


A TOP TEST 


MARKET 


Agriculture, Industry, and Civil Service give the Springfield Market a 
balanced economy -ideal for market tests. 

Springfield is the trading center for 20,000 farms. 

Springfield is the site of many major manufacturing firms. 


Springfield, the capital of Illinois, is home to thousands of govern- 
ment employees. 


And Springfield is the heart of an 11-county market with 1956 retail 
sales totaling $436,154,724. 


To test and prove the sales potential of your product, advertise in the 
dominant Illinois State Journal and Register. 100% coverage in Sangamon 
County (Springfield) and 60.8% in the entire 1l-county market! 


Hlinnis State Journal and Register 


- 


NG 
The Ring Ce of Truth” 15 “Hometown” Newspapers covering Springfield, Illinois 
— Northern Illinois — Greater Los Angeles — 


and San Diego, California .. . Served by the 
COPLEY newspapers Wie 


Washington Bureau and the COPLEY News Service. 


tures—one each on the Ranger,| 
Pacer, Corsair, Citation and sta- 
tion wagon models. + 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


iil eee 


. i aie foe fice Se ee dae ae Ss far eS: ee a en. | yy LS Pee SR RR lo gO i ek I ee | oie, No a o_o a 
a aa 0 ‘ eet We — ay ge Bai aie ies Memacaueet caste Sh es ES cli ae eta Bone b3y oe ee a ci Ld wit ee 
-. “pent Pa -—" Re ee ie poe a eae Sane Men Oe mF na ghey Fekete A Tee 6 Pes te ee eee eo 3 Pe 
ee. ar —. x Ea ee io ewer 2 ea oe oe Ae le ik aac. es aes: ao me oe 4 leg © ag 9 Mos oe vacate 7 otek ae eae ani ies are ee bs ‘ mea ¥ q 
_ as’ ay fh ee Ce ee a +S eee ..4 oe EM Sr ne it iy) Ce ee an at i, ae ral ‘ Op ee ee Se. pr eae ea tl) ak ee peg aio ci a Re ie i ne "3 
ae es eee ce. in =a 5, japivalemien ata ae ett Bee 4 ra ent peeks is 2) Re ee ee: a ah a aes co ee ee ne a Se ee eee le ie ai Tee en er, 
NMC 5 ery me aS ae Sek Lid penis 3 Mee een a are: ee ee jens 5 RAE el i, a pe haa ee eo 
a oe ee a A i ao ia tale lear ee ee eer XS i ae * is eSNG, (ate ok aisle <2 a Ree So a eee 2 nas 
i i oar ae Dea Pe Soe - .: ; 7 ee Ee: Pe i Robe ek SR mae. sould coach (era eT ol ee ae a eee ge Me 3 ITE rae 
ii Mie ; eee = TORS ES OR eee em ES ee) eee Meme: Se eee ies a pew ei Des ag ae A ae OS eit Feria giclee ge Be i Pie. es pig on i ne Li. ol ee = 3 ie ue ye 
rr — a . A 
r = 
’ ae i 
th 
° 
on 
7 ay 
n-xs ee ee oO S-—_—ovm"— — 
oes LL 
ate hy 
fae i * we 
e; ad 2 
ead | to ie Ss aw 
7, | P : 
a AGRICULTURE 
a 
ces. ‘i am Fs 
=: | (ale i : ‘a : % 
== : fs pase red 
a . oe 4 mn 
q » a na 
Bm oS, Sam i, 
ie * ee ee. be, 
a . ait oo eri ie 
il Ae eg ae Ze 
. INDUSTRY : 
os meal ck ve 
’ eae | Si eet a 
iS cae mee ie 
ae ta 
. a 
ae ; ; ie , 
+ ia fs a on 
oe, ¥] See re 
Sass ~ a ." ‘ ee 
a Yala 9 oe ‘ = 
Sie ao | we 
Ber cae ag =e Eg nee 
Rs . . a 
Bs \ A ae 
| ee 
| n 
ite 
P 
aa 3 2 Pe , 
os az “i sais 
= & 9 | a nel 
ees : 
x a . aay a 
a 4 ; 
7” Be a 
mee b: f Bea 
_ § x . ae 
x ; i 
ike 2 . 
: ton F » i 
es - ie 
a ° - a 
a ” . ee 
iS ! e rE 
“= ¥ 
: ‘oa Aut 
& ast 
be ? “e c- 
Pe ay, .| > ¥5 ae 
Peer e > Gate 
Say 7. - 
BF oe ea 
eo ae 
29 — , a 
oF re x ek 
a -. ec 
ii ¢- » — 
ie Ses ae # aalad ro a i 
od . 2 : 
- 1." oa 
% ae 
; fu 
&? yb. 4 
$ ~e 
re ee 
come ; —— on 
is a % 
jae ies 
~~ a 
eat re, 
7 Oe 
a i 
Be 
ve oie ae 
Be A a 
ue es 
Cece. ‘J 
ae oe 
aS , 
3 a 
te . 
is oo 
ane rine 
: “ao 
See “e 
: Fem 
“hg = 
igs 7 
vee iy 
; i 
G, . te 
: ’ r 
; sie 
f ’ a 
gi te 
4 
Ry i 
: oF ? z ae ; 1 
oS « aa 
| % he 
os s 
es : 
im & 
o eee a 
baie : 
bees SEAS ee oe PDE asa sisi =" oe ame is res r i lect: i ee ee oer a ; P 4 : ‘ ea eS. 
a ae Ce ae a a \ heer Poe jae eo fe Nae ek Fn ne he encane: Si agile oy 7 ip ies cc cg ee mS mer 
Bik Mii Ie ieee Gah: > 3) ey: bs ee ae RPE DERE? aoa Ant eee ae a Drs TRON ne eae eg RMT em Sk See et Pee ee Gee ay ee CA ST ee oe eT Se te ae en Ok ea pee Lge gS. he ae dee Deets : cia 
. es cg me Rl) aint ris - egeee a pe me  mmeyt wera naiee ee rh eae ey bP th, SS Sa eS Ar a a aE a oe ee ee ee aie GG Ae alae ae a aon — 
ie ee ee ee ee! shell PII sua AiR oe ee nae eccentric © me tt OO ae ges ee a aS PE ae nga pe ea ere eae. | MMR. |» ane nee an es ene eee! Pe ork 
a vy, Bia) eal aet tA a ae em eS ai Be ee TSR tS SNR Meas? See eee a Dea ae ae Pr ee eet eae gS Se aE Re Spy Re 2 aE RN Sia ser Peers ae aie errr es Fe ga eg ME We a race =, s I ate 
. Ret tas Ee Samm a! oe ae Ret aaah cage Reta Ov ro te ag? eae Nee gee emi GE en Nice een ee ou eM Ngee gan eee Py ie See a SE Ag rrr ee Te eine Sean - -paaheengeeniat Seem attit oes ees Caen ce Mes ee 


48 


Brain Named Bryant A.M. 

LeRoy M. Brain has been ap-| 
pointed advertising and sales pro- | 
motion manager of Bryant Elec- | 
tric Co., Bridgeport, Conn., a| 
subsidiary of Westinghouse Elec- | 
tric Corp. Mr. Brain formerly was 
advertising and promotion man- 
ager of the foam and floor prod- 
ucts divisions of Hewitt-Robins, 
Stamford. 


¢” 
étes-vous bien sur 
détre sobre ? 


Ce 


SANTE SOBRIETE secunite 


ATTENTION, MONSIEUR—F rance’s Information Committee on Alcoholism, 
a government sponsored body, has pressed into service the talents of 
the young artist, Foré, for its new poster campaign urging modera- 
tion in drinking. The committee has been running a campaign for 


"SOBRIETE svn 


three years now, urging not abstinence but moderation. The health 
and safety angles are stressed and the poster at left asks, “Are you 
sure you don’t drink too much?” Foré’s work is a good example of 
contemporary French poster art. 


Ads May Flirt with Culture, but They'll Jain responsible for creating a ho- 


|}mogeneous culture through stand- 
° ardization of products. 
Alway. s Come Home to Product: Denney | The homogenization of tastes 
Cuicaco, Aug. 27—Product sell|and reappear but never say the| takes place in times of deflation, 
ads will win out in the end, de-| same thing from year to year,” he “when everyone is cost-minded 
clares Reuel Denney, poet, sociol-| writes. “The one thing that is con- ;and few consumers will pay extra 
ogist, teacher and former business | stant, or almost so, is the mention |for individualization of products,” 
writer, in a new book, “The Aston- | of the product and its virtues. |he says. But, he continues, the ef- 
ished Muse,” scheduled for publi-| \fects of the homogenization are 
cation today by the University|# “A motor company that recently | not noted until this economic phase 
of Chicago Press ($4.50). Mr. Den- | undertook to educate the public as|is over. 
ney is an associate professor in|to safety principles in connection At this point, “when marketing 
the university. with the use of a safety belt in|can advance only by intense ap- 


| Danby to ‘American Druggist' 

Thomas W. Danby, formerly 2) 
with E. R. Squibbs & Sons divi- 
sion of Olin Mathieson Chemical 
Corp., has joined the New York 
sales staff of American Druggist: 


: 


“So much of the justification|cars,” Mr. Denney writes, “seems 
for advertising is based on the idea | to have found that it was in effect 
that advertised goods are better,|educating people to be afraid of 


plication of the principle of mar- 
|ginal differentiation of products,” 
he says, “advertising actually does 


a 
In the independent Northeastern 


_ Wisconsin Market goods «nd competition between various goods 


and that advertising makes the 


more perfect and flexible, that ad- 
vertising will always be forced to 
return to commodity emphasis in 
its messages,” Mr. Denney says, 
“no matter how much it wanders 
|temporarily in the wilderness of 
| popular education, uplift, the rein- 
| forcement of group snobberies and 
| so on. 

“All these minor subjuncts of 
jthe advertising message appear 


| services move to 200,000 people 
through a single medium reaching 
over 39,000 homes every day! 
Full color available 


GREEN BAY 


-PRESS-GAZETTE 


GREEN BAY, WISCONSIN | 


Phil A. McClosky, Manager, General Advertising 
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REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 


|ears. It went back to advertising 
\the product and has conspicuously 
soft-toned its ventures into insur- 
ance-type messages to the public.” 

Mr. Denney finds his notion that 
advertising can never do much 
more than flirt with the arts, edu- 
cation, etc., in some degree reas- 
suring—from the standpoint of 
American culture as well as that 
of business itself. 

“The advertisers of the U.S. who 
use the electronic media can never 
hope to claim a perfect congruence 
between the commodities they ad- 
vertise and the cultural gifts, in 
the way of highbrow programs, 
that they bestow on their audi- 
ences,” he says. 

“Soaps, automobiles, foods and 
the commodities of personal ap- 
pearance are the major support of 
network radio and tv... It may 
be that to reach markets for these 
products, while at the same time 
assisting the networks to meet the 
mild demands of the FCC for 
broadcasts of public usefulness, 
requires the advertiser to be in- 
terested, part of the time, in some- 
thing more than direct selling. 

“It may be that ‘institutional’ 
types of advertising, which tend to 
meld and sometimes confuse the 
aims of advertising and of educa- 
tion, will increase. 


s “Yet their very increase, which 
may be reckoned as a short-term 
public good, is bound to make more 
salient the overwhelming ques- 
tion: Why should the networks’ 
advertisers have more to do than 
anyone else with the non-adver- 
tising content of the channels out- 
side of the so-called educational 
stations? 

“Do we really believe the harm 
done to sexuality by the body-odor 
ads is counteracted by a giveaway 
‘Romeo & Juliet?’ 

“More pertinently, how many of 


advertising sustain without losing 
| its sense of identity and precipitat- 
ing itself into cultural and ideo- 
logical battles that are, as they 
say, ‘bad for business?’ 

“Once the campaign begins to 
make statements over and beyond 
| statements for the marketplace, it 
|is making statements that can cul- 
|turally irritate a part of the mar- 
| ket without inducing more sales 
| from other parts of the market.” 


® In another section of his dis- 
|cussion of advertising, which forms 
j}one chapter of the broadly-rang- 
ing book, Mr. Denney denies the 
thesis that advertising is the vil- 


the non-advertising functions can | 


do some work against homogeniza- 
tion of taste.” 

Elsewhere in the book Mr. Den- 
ney acutely observes such Ameri- 
can cultural manifestations as 
comics strips, hot rodding, televi- 
sion, sports, science fiction and 
contemporary architecture. 


® He finds the public becoming 
more alert, less naive, more so- 
phisticated, less literal-minded. 
“To suggest what the future 
holds, other than a decline of the 
naively realistic, would be diffi- 
cult,” he concludes. “It is easier 
to show what astonished the muses 
yesterday than to say what song 
the sirens will sing tomorrow.” # 


McClave Succeeds 
Lewis as Chairman 
of Lewis & Gilman 


PHILADELPHIA, Aug. 27—John A. 
E. McClave has been elected chair- 
man of the board of Lewis & Gil- 
man, succeeding Paul L. Lewis, 
who sent in his resignation while 
vacationing in Europe. 

John C. Belfield continues as 
president, but there will be no 
exec vp succeeding Mr. McClave, 
who is also treasurer of the adver- 
tising and pr agency. Mr. McClave 
has been an executive with Lewis 
& Gilman since 1944, previously 
having been in agency work for 
two years. Before that he was with 
Standard Oil Co. (New Jersey) 
for 13 years as a sales and adver- 
|tising executive. 
| He is a past director of the Poor 
Richard Club and of the American 
Marketing Assn. 

Mr. Lewis, a co-founder of Lew- 
is & Gilman with Wesley A. Gil- 
man in 1942, will continue as a 
director and member of the execu- 
tive committee. He served as pres- 
ident of the agency for ten years 
before moving up to the post of 
chairman in 1952. # 


Mele Sets Christmas Push 

Mele Mfg. Co., New York, jewel 
case manufacturer, has scheduled 
a Christmas campaign slanted to 
young women as a result of a sur- 
vey showing that 764% of all 


THE SUM OF 
THESE LOCAL 
GOVERNMENTS EQUALS 
THE NATIONAL 
MARKET 


Giving them reasons to buy in 
MAYOR AND MANAGER will help 
you get your brand elected. Top 
men on city teams across the 
country will see your sales 
message in the receptive at- 
mosphere of their own special 
interests in this new, best 
edited, easiest to read publica- 
tion. Circulation guaranteed: 


First in its field in advertising 
volume and first in the hearts 
of its readers because it talks 
their language best, LAW AND 
ORDER reaches and influences 
Police Chiefs, everywhere, From 
photo equipment to radios—fer 
big unit sales—be sure you sell 
these uniformed men of deci- 
sion. Audited circulation: 


11,325 


jewel cases sold as gifts were pur- 
chased by women between the 
ages of 18 and 35. Full-page color 
ads will run in December issues 
\of Charm, Esquire, Mademoiselle, 
New York Times Magazine, Red- 
book and Seventeen. Lewin, Wil- 
jliams & Saylor, New York, is the 
lagency. 


THE 
MUNICIPAL 
GROUP 


William C. Copp & Associates 
72 West 45th Street — New York 36, N. Y. 
Murray Hill 2-6606 
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Nielsen Radio 
Two Weeks Ending July 27, 1957 


Copyright by A. C. Nielsen Co. 
Nielsen Total Audiencet 


Current Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (337) 
1 People Are Funny (Participating, NBC) 867 
2 Great Gildersleeve (Participating, NBC) 867 
3 I I, ID ich tdicesctiiserdienmdiscdecgeitecnccectnbitblnissbssdivesecsibeiei 819 
4 Sy IT PI, CUNO I isch det ic crt eccecasunnctiedicdibestincsendanicnesnitlindes 722 
5 Gunsmoke (Sterling, CBS) 722 
6 FBI in Peace & War (CBS) 674 
7 Cavalcade of Sports (Gillette, NBC) 674 
8 Monitor (Saturday, 9:45 p.m., NBC) re 
9 Robert Trout-News (6:55 p.m., Chevrolet, 6:55 p.m., CBS) .......:.cccccccceeevee 578 
10 Monitor (Sat., 9:05 p.m., NBC) ........ Nh LT RAR AS Ti eR ISA ctor te = 530 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (337) 


1 One Man’s Family (Participating, NBC) 
2 News of the World (Participating, NBC) wn 
3 aun: Gillian, Gan Bih yD: tis. HIBID. . ccrecconsieteresenenserenssncensiortinstcnsvtinvepiors 


WEEKDAY (AVERAGE FOR ALL PROGRAMS) 


1 Nora Drake (Scott, second half, Thurs., CBS) .............ccccccccccsccsceseeeeeeeeeeees 

2 Ma Perkins (Lever, first half, Mon.-Fri., CBS) ..0...00..0.ccccccccceeee 2 

3 Ma Perkins (Lipton, second half, second week, Mon.-Fri., CBS) 

4 Young Dr. Malone (Hearst, first half, second week, Mon. & Tues., CBS) .... 1,300 
5 Helen Trent (Scott, second half, Mon. & Thurs., CBS) ............ccccccceeeseeeeneennes 1,300 
6 Our Gal Sunday (Scott, second half, Wed., CBS) .........ccccccccseeeerenenenennees 1,252 
7 Road of Life (Hearst, first half, second week, Wed., CBS) .0............cc0ccceeee 1,204 
8 Young Dr. Malone (Lever, second half, Mon.-Fri., CBS) ........ccccccceesenenees 1,204 
9 Second Mrs. Burton (Hearst, second half, second week, Mon. & Wed., CBS) 1,204 
10 Nora Drake (Woman's Day, first half, second week, Wed., CBS) ............ 1,204 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (289) 
1 Woolworth Hour (F. W. Woolworth Co., CBS) oo...ccccccccccccccessseenenseesnnenennnnee 963 
2 Sahiney Deller CerMlard, CBB) nccecicccsnrccceccsecccssssccscccccsccsescccesssseccecssorebreonsios 722 
3 Suspense (Kent cigarets, 4:30 p.m., CBS) .......ccccccersersesessnneeneeneseeeennnenenenes 722 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (385) 


1 Gunamabe Wedge; COB) ncissereccqscccsrcscsececoscoeserrescsssescscevesssstoossosessesnsspenssonnses 
2 Gunsmoke (General Mills, CBS) 
3 Bemba GRR, GID cccccrceseccecsccncccccsocacecechsievzronsconcsescsensinnocnssoosncgngnsninesind 
*Homes reached durigg all or any part of the program, except for homes listening 
only one to five minutes. For a program of less than 15-minute duration, homes listen- 
ing one minute or more are included. 

+Number of homes is based on 48,150,000, the estimated July 1, 1957, total U. S. 
radio homes. 


MPO Absorbs ATV 

MPO Television Films and ATV 
Film Productions, both New York | 
producers of television commer-| 
cials, have consolidated under the} 
MPO name. Judd L. Pollock, MPO | 
president, will continue to head 
the company, while former ATV} 
president, Mickey Schwarz, will 
act as producer-director for MPO. 
ATV’s creative staff will be ab- 
sorbed by MFO, which will con- | 
tinue to be located at 15 E. 53rd | 
St., New York. 


GEE! I’m going to 


try that candy!” 


Commercials on WGN-TV have 
a way of getting results— because 
WGN.TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


“« WGN-TV 


|tion and Paul P. Woolard vp in 


| manager. 
| Previously, sales and advertising 


# \rates for 10 of its International 


Hambley, Woolard Named VPs 
of Vick Chemical Division 

The Prince Matchabelli-Seaforth 
division of Vick Chemical Co., 
New York, has appointed Clarke C. 
Hambley vp in charge of promo- 


charge of sales. Mr. Hambley 
joined the company in 1950 as as- 
sistant advertising manager, later 
was made ad manager and then 
merchandising manager. Mr. Wool- 
ard has also been with the 
company since 1950, first as a 
salesman, later as assistant sales 
manager, and then general sales 


were in charge of one vp, William 
P. Jeffery, who has rejoined Vick 
Chemical as director of personnel 
services. 


(10 ‘Reader's Digest’ Foreign 
Editions Increase Rates 
| Reader’s Digest will increase 


editions effective with the Janu- 
ary, 1958, issue. The editions, with 
rate increases ranging from 6.5% 
'to 20.1%, are five Latin American 
editions—Argentine, Caribbean, 
|Mexican, South American, Portu- 
| guese; one Western European edi- 
|tion—Iberian; the combined 
French and English Canadian edi- | 
tion; three Scandinavian editions | 
|—Danish, Norwegian and Finnish. 
| The Digest reports its Interna- 
|tional editions for 1958 will reach 


ja total circulation of 8,395,000, 
| compared with 8,125,000 12 months | 
lago, a gain of 3.3%. Advertising | 
| rate increases for all editions aver- 


lage out to 3.9%. 


‘Christensen to WAAM | 


A. H. Christensen, formerly 
promotion manager of KEX, Port- 
land, Ore., has been appointed ad- 
vertising and sales promotion man- 
ager for WAAM, Baltimore. The 
WAAM call letters will be changed 
to WJZ-TV in September. 


: 


in Beaumont 


Don’t look now, but there’s a lot more than oil 
coming out of Beaumont, Texas, these days. 


What's up? Well, population for one thing. Up 
135% in the past 10 years—compared to the 
U. S. total of 18.8%. Buying power is up too—a 
healthy 160.9%, compared to the U. S. total of 
88.4%. And look at retail sales—up a fantastic 
215.8%, compared to the U. S. total of 92.2% 
for this period. 


When you discover that Beaumont now refines 
more than 10% of the total petroleum refined in 
in the U. S., you know one good reason why it’s 
growing so fast. Another reason is that Beau- 


mont’s branching out in other manufacturing ~ 


directions. Steel fabrication, for example. They’re 
turning out everything from light metal articles 
to steel barges. And chemical products. Beaumont 
boasts the world’s largest butadiene plant, sup- 
plying a large share of the nation’s synthetic 
rubber. Other chemical plants produce fertilizers, 
plastic and nylon base materials, additives for 
poultry feeds. 


If you want your share of the big boom in Beau- 
mont, PARADE and the Beaumont Enterprise 
will give it to you. Each Sunday they call on 
nearly 9 out of every 10 homes in town. Each 
Monday they begin to move goods off dealers’ 
shelves all across town. 


PARADE...The Sunday Magazine section 
of 56 fine newspapers covering some 
2700 markets...with more than 15 million 
readers every week. 


ie 


49 


o% parade 


Part of the “Beauty Parade” at 
the annual Neches River Festival, 


in Beaumont? 


Per cont of tomitive coached 


LOOE..........6% 
POGT., - os... ..«i8% 


Cite Tene 


‘The Sunday Picture Magazine 
———— 


Parade 


Eee ait 


He. 
Represented nationally by The Branham Company 
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Krueger Beer Uses 
More Color in New 
‘Star-Ledger’ Ads 


Newark, Aug. 27—G. Krue- 
ger Brewing Co. will break a new 
advertising campaign Sept. 11, us- 
ing r.o.p color in two insertions 
per issue daily in the Newark 
Star-Ledger for the remainder of 
the year. The ads will be one- 
third page each, in two colors and 
black. Reportedly this is the first 
time a brewer has used r.o.p color 
on a daily frequency in this mar- 
ket. 

In June, Krueger started a cam- 
paign in the Newark News Sun- 
day roto section, using three con- 
secutive, full-color horizontal 
half-page spreads in each issue. 
The newspaper advertising is 
similar to the company’s outdoor 
panels, and features the theme 
that Krueger beer has “zing.” This 
use of half-page horizontal color 
spreads on six consecutive pages 
is also reportedly a first of its 
kind by a beer advertiser. 

The campaign proved so suc- 
cessful that the use of r.o.p. color 
in another newspaper has been 
undertaken. In addition, the com- 
pany will continue its regular 
newspaper and outdoor schedule 
and its use of radio spots in New 
Jersey, New York and New Eng- 
land. 

Grey Advertising Agency, New 
York, handles the Krueger ac- 
count. 


® In addition to its domestic ad- 
vertising for its own beer and ale, 
Krueger also will break a maga- 
zine campaign next month for an 
imported German light brew, 
called Holsten beer. It will be 
marketed in 12 and 7-ounce bot- 
tles. Ads will break Sept. 7 in 
The New Yorker and TV Guide, 
and Sept. 23 in Sports Illustrated. 

Krueger beer is now being ex- 
ported to West Germany. 

Control of the Krueger brewery 
was bought early this year by 
John Eisenbeiss, financier and 
president of an investment cor- 
poration of that name, who also 
has brewing interests in Germany 
(AA, Jan. 21). # 


Appoints Garfield-Linn 

Futorian-Stratford Furniture 
Co., Chicago, has appointed Gar- 
field-Linn & Co., Chicago, to han- 
dle its advertising and merchan- 
dising program. Fuller & Smith 
& Ross was the former agency. 
A Christmas campaign using both 
national and local media is being 
planned. 


Hilton & Riggio Gets Sharp 
Edward Sharp Sales Co., im- 
porter of Sharp’s toffee and hard 
candies from England, has ap- 
pointed Hilton & Riggio, New 
York, to handle its advertising. 
Sharp’s is the largest selling tof- 
fee in the United Kingdom. Wes- 
ley Associates is the previous 


agency. 


RICHARD H. ALLEWELT has resigned as 

vp and account executive of Ken- 

yon & Eckhardt, New York, to 

join Adams Associates, York, Pa., 

as director of marketing. He will 

head a new division at the York 
agency. 


COLOR PAYS—G. Krueger Brewing 
new newspaper campaign Sept. 
color insertions daily per issue in the Newark Star-Ledger. This 
follows campaign Krueger has been running in Newark News Sun- 
day roto section using three consecutive full-color horizontal half- 


page spreads, like this one shown 


Agency, New York, is the agency. 


Co., Newark, N. J., will break a 
11 using R.O.P. color with two 


here, per issue. Grey Advertising 


Lincoln Filene, 
Dean of Retailers, 
Is Dead at 92 


Boston, Aug. 28—Lincoln Filene, 
92, chairman of Wm. Filene’s Sons 
Co., honorary chairman of Feder- 
ated Department Stores, Cincin- 
nati, and dean of American retail 
merchants, died yesterday at his 
summer home at Marston Mills, on 
Cape Cod. He had retired from 
business life only a few weeks ago, 
on Aug. 3. 

Born a few days before the as- 
sassination of President Lincoln, 
he was named Abraham Lincoln 
Filene, but dropped his first name 
and in 1933 obtained court per- 
mission to discontinue it legally. 

He and his brother, the late 
Edward Filene, grew up in Lynn, 
Mass., over a store operated by 
their father. In 1881 the family 
moved to Boston, where William 
Filene established a department 
store with his sons. They took over 
the business after their father’s 
death in 1903, and Filene’s became 
one of the most famous department 
stores in the country. 

In 1929 the store became a part 
of Federated Department Stores, 
which Lincoln Filene helped to es- 
tablish without his brother’s co- 
operation. It grew into an enter- 
prise of ten divisions, with 38 
stores and branches in 11 states 
and with an annual business of 
$600,000,000. The big Filene store 
here, in the meantime, developed 
into a chain including nine other 
retail units throughout New Eng- 
land. 


es Mr. Filene was a pioneer in 
working for cooperative associa- 
tion among retailers and for better 
employe relations. In 1912 he 
started Saturday closings in sum- 
mer, and in 1924 he added paid 
winter vacations. He established 
profit sharing for employes and 
introduced health clinics, insur- 
jance benefits, credit unions, mini- 
}mum wages and retirement plans 
for his 4,000 employes. 

He was also among the first to 
japply scientific methods and effi- 
cient organization in retail distri- 
bution, and he emphasized repeat- 
edly the importance of frequent 
stock turnover. 

He was the creator and organizer 
of the Retail Research Assn. in 


|mamed manager of marketing for 


| 1916, and of the Associated Mer- 
chandising Corp. in 1918, the joint | 
buying agency of a large group) 
of department stores. He retired 
from the presidency of both in 
| 1943. 

| 

s Mr. Filene was also a founder 
and organizer of the American 


bringing about state systems of un- 
employment insurance and, as a 
director of the National Retail 
Dry Goods Assn. in the 1920s, or- 
ganized the joint committee on 
trade relations composed of manu- 
facturers, wholesalers and retail- 
ers. 

Active also in the International 
Chamber of Commerce, Mr. Filene 
helped to eliminate a number of 
unfair business practices abroad 
and to establish an international 
arbitration commission. 

In 1950 he was honored with the 
éstablishment of the Lincoln Filene 
professorship of retailing at Har- 
vard graduate school of business 
administration, the first such pro- 
fessorship set up in an American 
college. 


® He received an honorary M. A. 
from Dartmouth College, was made 
a knight of the Legion of Honor by 
France and received numerous 
testimonials from various associa- 
tions and societies. He was the 
author of several books on retail- 
ing and a generous contributor to 
philanthrophic and educational or- 
ganizations. 


JOHN J. KELLY 

New York, Aug. 27—John J. 
Kelly Jr., 34, an _ assistant ac- 
count executive at Albert Frank- 
Guenther Law, died Aug. 24 at 
Fort Hamilton Veterans Hospital. 
He had been ill for some time. 
Born in Brooklyn, he served in 
the Navy in World War II and 
then completed a four-year course 
in three years, at New York Uni- 
versity, majoring in advertising. 
He received his diploma in 1948 
and shortly afterward joined Al- 
bert Frank-Guenther Law. 


RAYMOND B. ELMENDORF 


Bripcerort, Aug. 28—Raymond 
B. Elmendorf, 51, manager of 
marketing for the conduit prod- 
ucts department of General Elec- 
tric Co., died at his home at 
Stratford, Conn., yesterday. Born 
in Palenville, N. Y., Mr. Elmen- 
dorf joined GE at Schenectady in 
1923. In 1928 he was appointed 
assistant to the sales manager of 
the conduit products department 
here. About ten years ago he was 


the department. 


Dresser Rep Names McCarty | 

Dresser A. G., Zurich, Switzer- 
land, new European representa- | 
tive of Dresser Industries Inc.,| 
Dallas, manufacturer of oil field) 
products, has appointed McCarty 
Co., New York, as its first agency. | 
McCarty handles all international | 
and industrial advertising for the| 
parent company. Technical busi-| 


Arbitration Assn., which honored|ness publications in seven Euro-| 


him on his 80th birthday for dis-| 
tinguished service in commercial | 
| arbitration. He worked for codes of 
ifair business dealings, aided in 


pean countries, Newsweek’s Euro-| 
pean edition and Time Interna- 
tional’s Atlantic edition will be 
used. 
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Department Store Sales... 


Sales Rise 1% in Week Ending Aug. 24 


WaAsHINGTON, Aug. 29—Depart- 
ment store sales across the country 
rose 1% over the previous year in| 
the week ending Aug. 24, the Fed-| 
eral Reserve Board reported today. | 


Department Store 


Sales Barometer 


For the four weeks ending that 
date, sales were 2% ahead of the 
previous year and for the year to Change from 1956 
that date they were also 2% ahead. 
s Of the 12 FRB districts, four Week Ended 
showed losses: Boston, 5%; Cleve-|2 Aug, 24, ‘57 % 
land, 3%; Atlanta, 1%, and St. 
Louis, 1%. The remaining districts 
all showed gains as follows: New ’ 
; - ; an. 7 
York, 2%; Philadelphia, 1%; Rich- _ ae o +2 9 
mond, 2%; Chicago, 3%; Minnea- G- ? ° 
polis, 6%; Kansas City, 1%; Dallas, 
1%, and San Francisco, 1%. 
Detailed breakdown of these 
sales will not be available until ya ae 
next week. For the two weeks pri-| chicago District... +2 42 
or, sales breke down as follows: Metropolitan Areas 
SNE cenicntaniicmninniin pie +9 
% Change from '56 Savane seennesens ‘ . + : 
tnt tenes Wace. Aca | _ Milwaukee ..... +3 +5 
District, Area, and City Aid ie ye +: 9 
UNITED STATES ................. $s 84 ee seennnecenneesn ; : ri . 
Boston District .................. 0 0 age enmeteaamemmaanag 4. 3 + ll 
Metropolitan Aress Memphis occ —-t =f 
EE eee a 1 — 3 Minneapolis District ............ + 2 + 1 
Downtown Boston . — 6 —7 Metropolitan Areas 
Suburban Restes .. TF 4) Mpis.<St. PaUd cccccccnnun +2 0 
—— oar : +3 Mpls. and Suburbs +1 —1 
QUI nnn nenneverevrrevrersereos ee 9 pee sae 
ATID sciccnicematssnennicsccssmeneense +4 +17) Cities 
City 
Duluth-Superior —4 +5 
Springsrield  ..........cvvevenee + 8 +6 Kansas City District eg 0 
New York District ............... + 8 +8 Metropolitan Areas 
Metropolitan Areas Denver we +2 
FE -—4 — 3 Topeka z 2 +9 
New York-N.E. Wichita ... r+2 +5 
ok +10 +11 St. Joseph .. _9 424 
a tel = 9 EG] Albuquerque .. +2 +8 
Rochester ....... - +3 —3 Oklahoma City ~ : =. 
SYTACUBC 6.ececcecesseceneceee .r+13 0 a 
Philadelphia District .............. r+il +83 
SMeteeneiiten Areas geote ce bie 
ee Fs R | iy Dallas District 0. ot ée 
7 a _ocvwmnmnnnnonnn FFAG + 3] “Metropolitan Areas 
Philadelphia cscs . 8 +2 gre +3 +5 
Reading . +8 Ws ; + 6 
Scranton +1 + 5 
Wilkes-Barre—Hazieton . r+ 1 +4 +3 +10 
Cleveland District .................. r+ 2 +2 re +1 
Metropolitan Aress Metrepeliten Areas +o Ses 
~~ one Saiieiieenpicighintiveniiiing +8 + ins dueeiessGeh ~1 —? 
Cincinnati sels a? _3 Downtown Los Angeles — 1 —9 
Cleveland ....... = +3 Westside Los Angeles .. — 6 —4 
Columbus... +2 +3 Ee +34 +30 
Springfield _ ~4 of ae ............. —1 0 
Tehean irs +2 —10 San Francisco-Oakland ... — 1 —4 
ten sac: 5 5 8| San Francisco City o 4 
Pittsburgh ooce..... a +5 oF ee icaesnaitnaitnnndidietepatete _ ; _ : 
Wheeling-Steubenville + —-3 oun ~p oe oo a Fr 
Richmond District .... +2 46, Se ia Cy =o! Sa 
Metropolitan Areas — +13 +5 
Washington . +3 +9) Some - ts Se 
— _— eae z ; r—Revised. *—Data not available. 
Downtown Baltimor —7 
Richmond .......... r— 4 —3 
Atlante Bistetet —1 43) Lundy Joins Celotex Corp. 
Metropolitan Ar Bernard Lundy has joined Celo- 
a ~ 2\ tex Corp., Chicago, as a copywrit- 
acksonville + S|. +f 
Miami ................. : pe 410| ing and merchandising member of 
psa —2\its advertising department. Mr. 
pened seeeennennnnnsenen +; Lundy previously was industrial 
Knoxville .............. — | advertising manager of Mystik Ad- 
| — 6| hesive Products Inc., Chicago. 
i FINIS—A bout 95% 
qwovent Ano. of the customers 
on nave cece... were favorably 


WE ARE NOT IN BUSINESS TO GIVE STAMPS 
BUT WE ARE IN BUSINESS TO SERVE You 


WITH NATIONALLY ADVERTISED TOP QUALITY FOODS PRICED 


VE YOU 


APE eS 


impressed when 
Piper’s Food 
Stores, Vi n- 
cennes, Ind, 
dropped trading 
stamps, accord- 
ing to J. Lynn 
Piper, owner. A 
price-pro- 
motion, following 
the end of the 
stamp program, 
brought a 50% 
increase in vol- 
ume over any 
comparable peri- 
od with stamps, 
Mr. Piper said. 
This newspaper 
page was pre- 
pared by Lachow 
Advertis- 
ing Agency, St. 
Louis, 
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Canadians Lift 


Ban on ‘Obscene’ 
U. S. Publications 


(Continued from Page 3) 


U.S., has been refused entry. Dur- | 
ing the war 1201 was used to stop 
entry of enemy propaganda. Iron- 
ically, Canadian-published editions 
of banned books turn up from time 
to time on newsstands or in book 
shops where they can be sold quite 
legally unless charges are laid un- 
der the criminal code. 


s The administration of 1201 in- 
volves a chain of authority which 
extends from the customs official 
who sends the material to Ottawa 
up through the deputy minister to 
the minister. Former Revenue Min- 
ister McCann used to admit public- 
ly that he didn’t read the books he 
banned, taking the recommenda- 
tion of his deputy. But the new 
minister, George Nowlan, is not 
only reading them but lifting bans 
already imposed. 

Mr. Nowlan doesn’t like arbi- 
trary censorship of books any more 
now that he is chief censor than 
he did when he attacked it from 
the opposition benches. He and 
Justice Minister Davie Fulton have 
been discussing the possibility of 
eliminating Item 1201 and at the 
same time tightening the criminal 
code so that publishers and sellers 
of obscene and subversive litera- 
ture can be convicted in the courts. 


® The first is easy; the second dif- 
ficult and complicated. But Mr. 
Fulton, who has campaigned 
against obscene literature in the 
House of Commons, has the ques- 
tion of legislation already under 
study. If he can find the solution 
it is not likely to take long for 
the government to repeal 1201. 

Meanwhile, under the new re- 
gime it is likely that the list of 
banned books will be curtailed 
quite considerably and few if any 
new entries will be made. + 


Johnston Joins Payne 

William S. Johnston, formerly an 
account executive with NBC Tele- 
vision, has joined Bruce Payne & 
Associates, Westport, Conn., man- 
agement consultants, as a senior 
associate. He will work from 
Payne’s New York office. 


ton-on-Hudson, M.Y., has been 
appointed to handle advertising 
for six new accounts. They are 
Fargo Mfg. Co., Poughkeepsie, 
maker of electrical power line 
| connectors; Deltime Inc., Mamar- 
and | oneck, manufacturer of time-de- 
‘lay lines; Progress Electronics, 
|New York, maker of connectors 
and cables, Industrial Automa- 
tion, control manufacturer; M. 
Ten Bosch, Pleasantville, manu- 
\facturer of computers and compo- 
inents, and Electro-Motion Corp.., | 
| Buchanan, display turntable man- 
ufacturer. 


GE Lamp Division Offers 
New Home Lighting Ad Service | 
A new advertising service for | 
electric utility companies and elec- | 
trical retailers to use for tie-in 
promotions with its 
“Live better electrically” 
“Light for living” campaigns has 
been prepared by the large lamp 
department of General Electric 
Co., Cleveland. A brochure con- 
taining samples of advertising art, 
ad layouts and a “light for living” 
cartoon series has been produced 
to present the material available. 
The brochures may be obtained | 
through any of the 32 GE large 
lamp district sales offices in the Barnes Moves Quarters 
country. GE will furnish at nomi-| Harold S. Barnes, former direc-| 
nal cost the advertising mats and|tor of the Bureau of Advertising, 
glossy photographs shown in the| American Newspaper Publishers| 
booklet. Assn., is transferring his business | 


as a marketing and advertising| 
Lescarboura Adds Six 
Lescarboura Advertising, 


national 


Cro- | 2, Perkasie, Pa. 


| consultant from New York to R. D.| 
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You, too, can get eheotwe merchandising ) 
help in Muncie, ’ 


Mr. Merle W. Hamilton, President of the 
Harris Bros. Produce Company, Richmond, 
Indiana — Kraft Distributors — says, 


“My association with The Muncie Star and 
Muncie Evening Press has been one of long 
standing and will always have my seal of 
approval.” 


‘The MUNCIE STA 


Q. 


MUNCIE, INDIANA 


National Representatives: Kelly-Smith Company 
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GEE] 1 tike that 
dress, Mummy!” 
Commercials on WGN-TV have 


a way of getting results— because 
WGN-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


““ WGN-TV = 


The author of that statement could be any one of 
the many WJR listeners. They’re loyal clean 
through. We like to think it’s because they’ve 
found in WJR everything they want in a radio 
station. Their letters support this opinion. One 
woman wrote, “Your station is my guiding hand— 
my dial is set at WJR and never changed.” A 
survey by Alfred Politz, Inc., lends further 
support: In an area where 196 radio stations can 
be heard, 41% of the adult listeners set their 
dials at WJR and leave them there. 


The Great Voice of 


WJ 


50,000 Watts 


35 years of service 


| 


' 


"Don’t tiddie with the dial’ 


This strong listener loyalty is the result of WJR 
knowing its audience. More than that—giving 
them everything in the way of entertainment and 
information that they require. 


If you have a product to sell in the Detroit-Great 
Lakes area, contact your nearest Henry I. 
Christal representative. He’s got all the facts that 
prove that folks in this area don’t fiddle with their 
radio dials. They just tune in WJR and listen, 
and listen, and listen. 


the Great Lakes 


i ae 


CBS Radio Network 


A place to do some listening 


is in the church of your choice. 
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Long-Range PR, Publicity Campaign 
Whetted Public Appetite for the Edsel 


(Continued from Page 42) 
tion would surpass the 200,000 cars 
previously announced (in Novem- 
ber). He said that the first esti- 
mate was used as a financia. con- 
trol and had been conservative. 


February—Krafve in Philadelphia 
Krafve told a chamber of com-| 
merce group discussing people | 
looking for job opportunities that | 
Edsel had received more than 2,- 
000 inquiries from people regard- | 
ing Edsel dealerships. 
April—Fox in Chicago | 


Fox revealed the first data on| 
number of lines—four—the Edsel | 


Get Your FREE 
Copy of Fe 


find out how a 
clipping bureau 
can benefit you 


Here is the story on Bacon's Clipping 
Bureau. A complete picture of how 
advertising managers, agencies, pub- 
licity men, public relations firms, and 
other business people utilize magazine 
clippings. Keeping up on competitor's 
advertising themes, new products, 
publicity methods; checking your own 
publicity placement; carrying on 
research projects—these are only a 
few of the jobs we make possible for 
over 1000 clients. Send for your copy, 
see what Bacon can do for you. 


BACON’S NEW 1957 
PUBLICITY CHECKER 


3356 complete listings for business, 

farms and consumer mag- 

azines. Editor-coded. 

Sturdy, spiral-bound fab- 

ricoid. 6%" x 9%". 288 pp. } 

PRICE $15.00. Ey 
BACON'S | 

Publicity Handbook 

Complete text cn effective publicity 

handling. Documented, illustrated, 

case histories. $2.00 —128 pp. 


EITHER OR BOTH SENT ON APPROVAL EE 


| 
| 


BACON'S CLIPPING BUREAU 
14 E. Jackson Bivd., Chicago 4, Ill. 


| Edsel, 


would come in and also announced 
| that there would be 18 body styles. 


| June—Doyle in Buffalo 

| Doyle elaborated on Fox’ data 
‘and gave a breakdown on the 18 
|different models—tfive station wag- 
ons; two convertibles; complete 
mixture of two-door and four-door 
sedans, ete. 


June—Copeland at Mackinac Is- 
land 
Copeland announced that the 
introductory period for Edsel ad- 
vertising would run for a full year. 


® Despite these—and other—spe- 
cific examples of piecemeal news 


was no actual pattern for gradual 
release of data. In fact, several 
times Edsel inserted material! into 
a speech simply to confirm a news 
leak that already had been print- 
ed, or that Edsel knew was about 
to be published. 


Planning for ‘E-Day’ 


As the speakers’ bureau contin- 
ued its job of sustaining public 
interest in the Edsel, the pr de- 
partment undertook the next phase 
in its campaign: Contacting gen- 
eral magazines, newspapers and 
trade publications and working out 
individual story angles on the Ed- 
sel, to be used on or about intro- 
duction day. 

Representatives of these various 
publications were invited to Dear- 
born to examine—and ride in—the 
take what pictures they 
wanted, and write their stories in 


|advance. In all, more than 30 sep- 


arate magazine pieces had been 
done by release date (several of 
these stories were not tied to a 
release date, as they dealt in gen- 
eral terms with the marketing of 
the Edsel and carried no illustra- 
tions. These were mostly stories 
that ran in newspapers, news mag- 
azines and the advertising trade 
press). 


POPULAR 


REVISTA 


gets you to the 


men with the POWER TO BUY! 


46% are presidents, owners, partners 
... 63% own homes... 64% own one 
. . 72% are 


or more automobiles . 
heads of families ... 89% are in 


ness or professions ... 74% have pur- 


chasing authority or influence in 


pany business and 82% purchase 


equipment that originates in the U 


* One of five top-read- 
ership international edi- 
tions that get you to the 
men with the power to 
buy in Latin America, 
France, Western Ger- 
many, Sweden, Den- 
mark. 


busi- 


com- 


SAS 


POPULAR mecuanics Saleemalional EDITIONS 


Chicago, lilinois 


200 East Ontario 


on the Edsel, the pr department | *“"€: telling why dealers joined 


|stressed to AA the fact that there | Edsel. 


Partly becaus: of this advance 
planning—and p..rtly because Ed- 
sel was getting ito the news fre- 
quently, billed as the “first brand 
new car to be introduced in 20 
years”—Edsel could count on at 
least a dozen cover stories in mag- 
azines at the time this story was 
written. 

Most of the cover stories appear 
in magazines in the motor and sci- 
ence field. Examples of other story 
angles covered include (1) a story 
in Life on the “trading-up” prob- 
lem in the auto field, which led 
Ford Motor Co. to bring out the 
Edsel; (2) a story in The Satur- 
day Evening Post about a trip to 
Kingman, Ariz., in a test Edsel with 
non-Edsel body components used 
to disguise it; (3) a story in For- 


s To prepare the newsreels and 
television for the big day Edsel in- 
vited three large film companies 
(which cover about one-half of 
the nation’s tv stations) to shoot 
whatever footage they wanted. To 
cover the remainder of the stations 
Edsel shot film itself and sent it 
to these stations. 

Edsel’s pr department also pre- 
pared a 25-second title showing a 
family getting into an Edsel to go 
on vacation and tacked it on to 
22 five-minute films for tv that 
Ford Motor Co. had made of vaca- 
tion spots around the country. 


It's Time for Publicity 


The Edsel name had been kept 
in the news; media had obtained 
off-the-record material and pix so 
their stories could be prepared—so 
now it was time for some publicity. 
Here are some of the things that 
started to take place: 


e Early in July the first publicity 
release since the ones announcing 
car name and agency appointment 
were sent out. It told how “more 
than 1,500,000 road test miles have 
gone into the perfection and devel- 
opment .. .” of Edsel. 


e A week later a release was is- 
sued concerning 12 mobile labora- 
tories that would take to the road 
in mid-July and visit Edsel deal- 
erships. These laboratories would! 


be used to train Edsel service per- 
sonnel. 


e Following this all ten Edsel re- 
gional pr offices started sending 
out releases announcing the names 
of new Edsel dealers in their re-. 
spective areas. 


e Somebody broke into a New 
York City Edsel showroom; the 
wire services and papers got a 
story from Edsel stressing how 
anxious the intruder must have 
been to get a glimpse of the new 
Edsel. 


e A covered Edsel was driven 
around a mile-long test track be- 
hind the Ford Rotunda in Dear- 
born, to intrigue the many visitors 
to the Rotunda. (Starting Sept. 4 
a special two-week Edsel show 
will be put on at the Rotunda, 
which Edsel says is the 7th largest 
tourist attraction in the U.S.) 


e A 50-second ty film clip show- 
ing an Edsel at the instant it breaks 
through a large sheet of white 
paper—but not giving a glimpse of 
the car—was tried out in Boston. 
Stations there showed enough in- 
terest in it to convince Edsel to 
send it out across the country three 
weeks later. 


And Then the 75 Cars 


Only one major public relations- 
publicity project remained—the 
national press party at Dearborn 
to officially introduce the press 
to the new Edsel. (Local press 
parties also were held in each city 
having an Edsel district office.) 

About 265 members of the press 
attended, many of them with their 
wives—Edsel believes this is the 
first time the distaff side has been 
invited to an automobile press pre- 
view—and, as mentioned earlier, 
75 of them drove away today in 
a new Edsel. 


® What kind of publicity return 
is Edsel likely to get from this last 
effort? Well, the Edsel-wheeling 
newsmen (and their wives) have 
a Labor Day weekend approaching 
(this was one of the factors in- 
volved in selecting the Aug. 27-28 
dates for introducing the press to 
the car). 

If they utilize this opportunity 


As in any program of this type, 


detailed planning that goes into 


Spring. 1956 

Begin accepting speech invita- 
tions for Division executives. 

Contact national magazines with 
initial story ideas. 

Provide background information 
to field public relations offices. 

Announce car name and selec- 
tion of advertising agency. 


Summer, 1956 

Study display sites for car in- 
troduction. 

Place case history studies of car 
name and advertising agency se-| 
lections with national magazines. 

Begin background conferences | 
with news writers on off-the-rec- | 
ord basis. 

Complete shooting script for Di- | 
vision institutional film. 


Fall, 1956 
Announce regional and district 
appointments as_ selections 


are | 
made. 
Accelerate speech schedule (No- | 
vember). 
Make color transparencies of 
first prototype. 
Finalize magazine commitments. 
Begin production on institutional 


motion picture. 


| May, 1957 


Make car available to color pho- 


What It Takes to Publicize a New Car 


The following schedule of public relations and publicity activ- 
ities planned for the new Edsel was drawn up early in 1956. 


changes have been made, so it 


is not presented as a hard-and-fast calendar of the program. AA 
reproduces it here simply to show in capsule form the type of 


such a program. 


tographers for introduction release. 
Begin private product showing 
to magazine writers. 
Start home-town dealer an- 
nouncements. 


June, 1957 

Prepare publicity clip for tele- 
vision use. 

Complete hotel, department store 
tie-ins. 

Finalize dates and plans for Na- 
tional Press Party. 

Make network television con- 
tracts for introduction publicity. 


July, 1957 
Complete press packet. 
Complete district introduction 
press parties. 


Launch publicity on fleet rental 
contracts. 


August, 1957 
Complete institutional film. 
Pre-announcement (teaser) 

publicity begins. 
Press packets mailed. 
National Press Party staged. 


September, 1957 
Introduce cars in district cities. 
Product made available to field 

offices for local promotion and 
publicity. 
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to work in a short holiday trip, 
these 75 Edsels will see a lot of 
open road. And a lot of people 
along that open road will get at 
least a glimpse of the Edsel. 

Perhaps just enough of a glimpse 
to make them want to visit their 
local Edsel showroom next Wed- 
nesday, Edsel’s pr department rea- 
sons. 

And perhaps some of those re- 
turning newsmen will want to 
write a piece about their trip in 
the new Edsel. 

That’s what we mean when we 
say “wringing the rag.” + 


New Boston Agency Formed 

Alan J. Masiow, formerly with 
Marvin & Leonard Advertising Co., 
and Saul S. Gold, formerly mer- 
chandising manager of Lincoln 
Textiles Corp., both Boston, have 
formed Advertising & Merchan- 
dising Associates Inc., 190 Boyls- 
ton St., Boston. The new organiza- 
tion will provide clients in New 
England with advertising, mar- 
keting and public relations serv- 
ices. 


CHARLIE) 
CHAN 
SHS! 


78 markets snapped up in first 
six weeks! Coca-ColainAtlanta! 
NBC O-&-O in Los Angeles! 
Dixie Beer! Bowman Biscuit! 
Prescription 1500 in 10 markets! 
J. Carrol Naish, the NEW 
Charlie Chan, “the best ever 
to do the role.” See it today, 
and you'll have to agree the 
new CHARLIE CHAN sells! 


Hurry! Markets are 
being reserved 
today! Wire or 
phone for private 
screening! 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 « PLaza 5-2100 
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ZENITH PREGENTS 


c , : 
The worlds mos allractive 


Hea ving Aid 


en 


FASHIONABLE—Style and appearance 
of Zenith’s new built-in eyeglass 
temple bar hearing aid, though 
unseen, is the subject of this b&w 
magazine ad, to appear first in 
the October Coronet. MacFarland, 
Aveyard is the agency. 


Heavy Print Push 
to Introduce New 
Zenith Hearing Aid 


Cuicaco, Aug. 27—Zenith Radio 
Corp. will break a heavy print 
campaign about mid-September 
announcing its new low-cost eye- 
glass-type hearing aid. 

The schedule involves 15 to 17 
consumer magazines—including 
Coronet, Look, The Saturday Eve- 
ning Post and Time—10 to 15 trade 
and professional publications and 
12 religious and fraternal books. 
B&w newspaper ads are also slated 
for monthly appearances in all 
major markets. Some spots on net- 
work radio (NBC) are planned 
but no tv will be used. 

The new hearing aid model, a 
tiny transistor-powered device 
built into the temple bar, sells for 
$175, which the company says is 
about $100 less than similar com- 
petitive hearing aids. A unique 
feature of the new Zenith is that 
only the eyeglass temple bars 
need be bought. They can be at- 
tached to any standard lens frame 
the customer chooses. 


® One 0.7 oz. bar carries the hear- 
ing aid while the other, of equal 
weight, holds a spare battery. For 
binaural effects, two separate aids 
can be used, one for each ear. 

Advertising will emphasize that 
the temple bars are slim-lined 
with smooth contours and style 
suitable to any occasion. Two tem- 
ple bar styles are available, an 
ebony Executive model for men 
and a light tan Vogue model for 
women. 

MacFarland, Aveyard & Co. is 
handling the advertising. + 


American Cyanamid Elects 
Dr. Malcolm President 

Dr. Wilbur G. Malcolm, former- 
ly vp for marketing of American 
Cyanamid Co., New York, has been 
elected president and chief execu- 
tive officer of the company, suc- 
ceeding Kenneth C. Towe, who 
has been elected chairman of the 
board of directors, a new post. 
Both men will assume their new 
positions Sept. 1. 


Marie does tt 
FASTER... 


complete mailings, multi- 
graphing. mimeograph- 
ng, addressing, fill-in on 
maligreepes letters, 
Prasees ing. 

Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 

uick service and fast delivery 
LL WAbash 2-8655. 


a Lele fn 


_|SKA Associates, and will be op- 


|vertisers and agencies as a re- 


431 S. Dearborn St 


Promotion Design Bows | 

Promotion Design Associates, 
New York, a new promotion man- 
agement service, has opened of-| 
fices at 145 E. 57th St. The com- 
pany is a merger of two design 
organizations, Graphicenter and 


“We move fast when a manufacturer tells us 
he’s going to announce a new product in our 
local paper .. . because we know that when his 
ad breaks there is going to be an immediate re- 
sponse in the hundreds of stores we service. 
Being able to tell the retailer there is a news- 
paper campaign on the way helps us get our dis- 
tribution in a hurry, too.” 


—Charles F. Randall, Gen. Mar. 
Lansing Wholesale Grocery Co. 


THE STATE JOURNAL | 


Member of Federated Pubilantions 


erated by their principals, Art 
Brenner and Joseph Caroff. The 
new company aims to serve ad- 


serve promotion department. 


ABC-TV Sells ‘Rangers’ 

Flav-R-Straws, Mt. Vernon, 
N. Y., will co-sponsor “Tales of the 
Texas Rangers” on ABC Televi- 
sion next season in its first use of 
network tv. Ruthrauff & Ryan is 
the agency. 


Distributor Adds Bloom 

William Bloom, formerly a pro- 
ducer with RKO Radio Pictures, 
has joined National Telefilm As-| 
sociates, New York, as executive 
— and head of film produc- 
tion. 


| Capital City 


tal REPRESENTED NATIONALLY BY 
of Michigan 


SAW VER-FERGUSON-WALKER COMPANY 


OTIC De OTe Ne bw NOLS WET TORY OES Nels: wey 
Bt Adio, ve AAAI LINO Di 


A television market is more than two cities 


When you use KGUL-TV © Galveston, serving Houston . . . you sell a quarter of Texas — 


a television market whose: 


* Total Retail Sales are greater than Metropolitan Pittsburgh. 
¢ Effective Buying Income is $3,750,000,000. 


* Food Sales are greater than Metropolitan Cleveland. 


Smart advertisers want to tap this market. They do it over KGUL-TV © , the only station 
delivering city-grade service to both Houston and Galveston. Represented by CBS Spot Sales. 


Sources: TV Mag. 3/57; Copyrighted . . . Sales Management 1957 


A CORINTH IAN STAT ION Responsibility in Broadcasting 


KOTV Tulsa * KGUL-TV Galveston, serving Houston * WANE & WANE.-TV Fort Wayne * WISH & WISH-TV Indianapolis 
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Greeti Sets Fabric Push 

Greeff Fabrics Inc., New York, 
is using spreads in the August is- 
sues of Interiors and Interior De- 
sign, plus full pages in the August 


issues of Wallpaper & Wall Cov-'| 


erings and the AID Magazine to 
announce its new “Greenbrook 
III” collection of decorative fab- 
rics and related wallpapers, in- 
troduced in collaboration with 
Katzenbach & Warren, wallpaper 
manufacturer. Givauden Adver- 
tising, New York, is the agency. 


Mutual Promotes Waldron 

Mutual Transportation Advertis- 
ing has appointed Joseph J. Wald- 
ron eastern sales manager, with 
headquarters in New York. He has 
been with the company since its 
inception in 1949. 


Segal to Close & Patenaude 
Edwin Alan Segal, formerly 


with Petrik & Stephenson Ad- 
vertising Agency, has joined Close 
& Patenaude, Wilmington, Del., as 
an account executive and creative 
director. 


GEE } That’s some 


rug cleaner!” 


Commercials on WGN-TV have 
a way of getting results—because 
WGN.-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


“WGN-TV 


Along the Media Path 


“How good advertising pays off 
...” is the title of “Foundry File 
|Facts” for August, 1957. In a ser- 
lies of cartoon panels the folder 
lexplains how advertising creates 
in the mind of a prospective cus- 
jtomer a preference for a certain 
|product. Advertising helps the 
salesman make the sale, accord- 
jing to the folder, and helps keep 
the satisfied customer sold after- 
|ward. The folder goes on to detail 
the various roles of advertising 
in selling and lists suggestions for 
increasing the effectiveness of ad- 
vertising in Foundry. 


e KMOX, St. Louis, gathered to- 
gether 419,805 postcards sent in 
by listeners during Radio Week 
and made promotion booklets out 
of them. Over-printed on each 
card was a running story of the 
contest KMOX ran during Radio 
Week, with free radios as prizes. 
The postcards represented listen- 
er response. 


e El Embotellador, published by 
Keller Publishing Co., New York, 
is planning a comprehensive an- 
/nual directory issue—“Compendio 
Fabril”—in February, 1958, and 
j}annually thereafter for the bever- 
| age industries in Latin America. 
The directory issue will consist 
of three sections: an operating 
|manual for soft drink plants; an 
|operating manual for brewery op- 
erations, and a complete “where 
to buy it” directory for both in- 
dustries. A complete folder with 
detailed information regarding the 
new directory issue is available 
from El Embotellador, 9 E. 35th 
St., New York 16. 


e Seventeen’s annual October 
beauty issue, featuring “The Sev- 
enteen Look,” will inaugurate two 
new services for teen age girls: 
(1) a beauty workshop course to 
be offered to teen girls through 
department stores, the first mag- 
azine course ever to be conducted 
jin cooperation with department 
stores and (2) a home beauty 
| workshop course in the form 
of a 60-page eight-lesson booklet, 
|available via coupon in the issue 
|plus 50¢, listing 15 top fragrance 
jand cosmetic manufacturers who 
|will supply special free samples, 
|brochures and charts to the mag- 


“It's that big space buyer from 'round the point. Checks in with bis 
office every morning to be sure they remember the Solid No. 1 in 
Solid Cincinnati is the Cincinnati Daily Enquirer.” 


The Cincinnati Daily Enquirer is solid 
No. 1 — down the line. Including a 
26,937 ¢ 


ge in City Zone circulation... 
a healthy lead in Retail Display Linage. 
Get full story from Moloney, Regan & 
Schmitt, Inc, 


|vertising revenue 


jazine’s beauty workshop students. 


e As a service to broadcast ad- 
vertisers and agencies concerned 
with the semi-annual time change 
problem, Blair-T\, tv station rep- 
resentative, has prepared a “Time 
Change Guide Map.” Research for 
this service was conducted by the 
National Time Research Institute, 
with which Blair-TV has signed 
an exclusive contract covering 
time change information for the 
broadcasting field. Copies of the 
map are available upon written 
request from Blair-TV, 415 Madi- 
son Ave., New York. 


e Steve Suren of Sullivan, Stauf- 
fer, Colwell & Bayles, won the 
WABC-TV, New York, cosmos- 
growing contest for ad agency 
time buyers and executives by 
growing a plant that was 49” tall. 
He was presented with a portable 
tv set for his winning entry. The 
cosmos-growing contest was de- 
vised to highlight WABC-TV’s 
7/14 sales plan with a three-part 
mailing. The first contained the 
cosmos seed, the second was an 
exhortation to plant and the third 
announced the winner. The theme 
was: Grow with WABC-TV... 
and save. 


e The Life international editions 
have produced a new booklet, 
“Answers to Searching Ques- 
tions,” which explains how inter- 
national magazine research is 
conducted. The booklet lists the 
research companies active in the 
international field and offers a 
complete bibliography of the re- 
search sponsored by international 
magazines from 1953 to May, 1957. 


« WTIX, New Orleans, received 
aii Americanism Award from the 
Gentilly post of the American Le- 
gion. WTIX is the first radio sta- 
tion to receive such an award in 
its area. The station got the award 
for its assistance in disseminating 
the story of the Legion’s activities 
and programs through a regular 
weekly 15-minute program. 


e Radio Station WSBA, York, 
Pa., will celebrate its 15th anni- 
versary the week of Sept. 1-6. 


e The Oklahoman, Oklahoma 
City, will launch a home and gar- 
den feature section on Sunday 
Sept. 8. The section, to run every 
Sunday thereafter, will be stand- 
ard size with full-color illustra- 
tions. 


e On Labor Day, WILD, Birming- 
ham, Ala., changed its call letters 
to WYDE. Since the station’s sis- 
ter station in Atlanta is WAKE, 
the pair will be promoted as the 
South’s WYDE AWAKE radio 
team. Also, during the Labor Day 
weekend, drivers will be urged to 
keep WYDE AWAKE while driv- 
ing. 


@ Department of New Laurels: 

Town & Country closed its Sep- 
tember issue with a 25% ad rev- 
enue gain over September, 1956. 
This is the largest September ad- 
in the maga- 
|zine’s 11l-year history. 

Antiques Magazine’s August is- 
sue showed a 10% advertising 
gain over the same issue last year. 

January-through-June adver- 
tising linage for Farm & Ranch 
(average both editions) and rev- 
enue were up 10% over the same 
period last year. 

Advertising space in the Sep- 
tember issue of American Girl is 
6% higher than in the September, 
1956, issue. 

Gross time sales for the first 
six months of 1957 for WHB, 
Kansas City, were 11% ahead of 


the same period a year ago. 
McCall’s Pattern Book, Spring 
Issue, showed an alltime circula- 


tion high of 426,080. This is an| 
‘increase of 26.6% 
| addition, 46% pages of advertising 


over 1956. In 


in the same issue established a 
record high in the 44-year history 
of this publication. 

Billings for WABC, New York, 
hit an alltime high during July. 
They exceeded the previous high, 
set last year, by more than 20%. # 


KVPD Names Jerry Ream 
VP of Consumer Division 


Jerry W. Ream, an account ex- 
ecutive of Klau-Van Pietersom- 
has 


Dunlap, Milwaukee, been 
named vp in 
charge of the 
agency’s consum- 
er division. Mr. 
Ream joined the 
agency a year ago 
after service as a 
vp with MacFar- 
land, Aveyard & 
Co. and Henri, 
Hurst & McDon- 
ald, Chicago. 
KVPD also has 
appointed Thom- 
as F. Scannell Jr. an account exec- 


Jerry W. Ream 


utive. With KVPD from 1949 to! 


1952, Mr. Scannell last was with 
the Chicago office of Time Inc. 


New Company Buys 
‘Savannah News, Press’ 
Ownership of the News and 
Press, Savannah, Ga., has been 
transferred from the Morning 
News Inc. to a new corporation, 
Savannah New-Press Inc. for a 
price aggregating $7,750,000. Alvah 
H. Chapman Jr., president and 
treasurer of the new company, will 
be publisher of both newspapers. 
Chairman of the board is Mills B. 
Lane Jr., president of the Citizens 
& Southern National Bank. J. J. 
Cubbedge, president of the selling 
company, is vp of the new corpora- 
tion. Herschel V. Jenkins, chair- 
man of the board of the selling 


company, will continue to have an| 


office in the News-Press Bldg., 
but will devote most of his time to 
civic and community interests. The 
new publisher is the son of A. H. 
Chapman, president of the Ledger- 
Enquirer Co., Columbus, and Bra- 
denton Herald Co., Bradenton, 
Fla. He recently resigned as vp 
and general manager of the St. Pe- 
tersburg Times to join Mr. Lane in 


forming Savannah New-Press Inc. 

Expansion plans of the new com- 
pany include a new press to print 
full color and new news bureaus in 
Atlanta and Washington. 


Meredith Buys KRMG 


Meredith Publishing Co., Des 
Moines, Ia., through subsidiary 
companies, has contracted to pur- 
|chase the assets of KRMG, Tulsa 
radio station owned by Western 
Broadcasting Co. Purchase price 
was approximately $500,000. Mer- 
edith, publisher of Better Homes 
& Gardens and Successful Farm- 
ing, also owns radio and tv sta- 
tions in Phoenix, Kansas City, 
Omaha, and Syracuse, N. Y. 


H-R Names White to Sales 

John J. White, formerly broad- 
cast supervisor and special assist- 
| ant on the Pepsi-Cola Co. account 
jat Kenyon & Eckhardt, has joined 


§ |the sales staff of H-R Represen- 


tatives, New York, radio-tv sta- 
tion representative. 


| 
| 
| 


STRATEGIC 
ADVERTISING 
COVERAGE 


OF THE WORLD-WIDE 
$38,000,000,000 
Military Market 


The six world-spanning Army 
Times service publications ore 
the mass circulation media read 
most by the military. Write or 
call for full information. 


ARMY TIMES + AIR FORCE TIMES * NAVY TIMES 
The American WEEKEND + MILITARY MARKET Mogazine 


The ARMY-NAVY-AIR FORCE REGISTER 


ARMY TIMES 
PUBLISHING CO. 
2020 M St., NW * Washington 6, D.C. 


U. S. OFFICES: Charleston, $. C., Chicago, Hono- 
tuly, Los Angeles, Miami, New York, Philodel- 
phia, San Francisco 
FOREIGN OFFICES: Frankfurt, 
Rome, Tokyo 


london, Poris, 


thou 


A leading soap manufacturer buys a thousand viewers 


for just 58c on KCRG-TV. 


sand 


(Sure we'll tell you who.) 


KCRG-TV 


Channel 9 — Cedar Rapids — Waterloo, lowa— ABC-TV for Eastern lowa 
The Ceder Repids Gazette Stetion 
REPRESENTED NATIONALLY BY WEED TELEVISION. 


*Based on February ARB Survey. 
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boards, favored the ban on outdoor 
boards, though he went along with 
Mr. Ostensoe’s proposal for a 30- 
|,|day moratorium on action. 
John W. Davis, president, Ram- 
§ | sey Sign Co., said property owners, 
» | bridge area businesses and the sign 
|industry all will lose. “When you 
| | speak of the public welfare, they’re 
|part of it, too. We can’t live on 
| beauty alone,” he said. 
| L. N. Ellsworth, spokesman for 
= | Electrical Products Corp. of Ore- 
Brg, gon, said, “advertisers are not in- 
anit — terested in second class locations.” 
: |Louis Schnitzer, attorney and prop- 
|erty owner near the new Haw-| 


4 


products of Carnation Co., has 
been named merchandising man- 
ager of the Carnation instant prod- 
ucts division, with headquarters 
in Los Angeles. Robert L. Logs- 
den, formerly Indianapolis district, 
manager, was named to succeed 


Taylor-Chalmers Bows . 

Taylor-Chalmers Advertising ‘our 
has been formed in South Bend, 
Ind., by Lyman C. Taylor, who| 
formerly was an account executive | 
with Jones & Taylor, South Bend. | 
Offices of the new agency are at} 


Specimen prints and 
complete information 

_ Upon request. 
lien ge eee 


Mr. Lindsey in Chicago. 


325 Odd Fellows Blidg. 


aid Plt os 
ce for outstanding 
— WOODCUT illustration. 


THE SANDER WOOD ENGRAVING CO. INC. / 542 S. DEARBORN ST. / CHICAGO S 


dena 


Verkoopt de INVLOEDRISKE POST— de wereldmarkt 


KNOWS AllL--The new Kardex Aris- 
tocrat is being introduced by Rem- 
ington Rand with a $100,000 print 
campaign starting with this color 
page in the Aug. 31 Business Week. | 
Paris & Peart, New York, is the 


agency. 


Remington Rand Ads 
Mark 50th Birthday 
of Its Filing System 


(Continued from Page 2) 
Aristocrat, with machines painted 
in gold color for window displays. 


® Remington Rand introduced the 
first visible filing system in 1907, 
when James W. Rand developed 
the business system. The new 
Kardex was introduced earlier 
this summer at a preview show- 
ing to company sales people at 
Fisher’s Island, New York. 

The agency is Paris & Peart, 
New York. # 


Portland Councilmen 
Ban ‘Billboard Alley’ 
on Bridge Approach 


PORTLAND, ORE., Aug. 28—Out- 
door boards have taken a beating 
frorn the city council here. 

By unanimous vote the council 
passed an ordinance prohibiting 
outdoor boards within 100’ of the 
approaches to the city’s new $16,- 
000,000 Morrison St. bridge, which 
crosses the Willamette River to 
link downtown Portland with the 
large business and residential area 
on the east side. The new bridge 
will replace an outgrown structure. 

The leading advocate of the ban, 
Commissioner William A. Bowes, 
asserted that the series of bridges 
across the Willamette were “never 
intended to become billboard al- 
leys.” He said he counted 291 bill- 
boards on approaches to other 
Portland bridges over the Willa- 
mette, and contended: “Unless 
something is done very quickly, 
these approaches will become al- 
leys of confusion, much to the dis- 
gust of the people.” 

After noting the number of 
boards on other bridges, he said, 
“Now if these cannot be termed 
billboard alleys, I’ve missed my 
guess. It shows very plainly that 
there is very little regard to the 
public interest.” 


s Spokesmen for outdoor and 
other advertising interests protest- 
ed against the ban but could not 
even win support for a 30-day 
postponement of action. 

Jack Schnaidt, of Foster & Kleis- 


er, called the ordinance “punitive 
legislation.” He said the industry 


had had no advance warning. 


Don Ostensoe, ist National Bank 
advertising director and chairman 
of the Oregon Advertising Club, 
asked for a 30-day extension. E. B. 
chairman of the 


MacNaughton, 


struction has depreciated properties 


;|are essential to supplement dwin-| 
= dling revenues. # 


VAN direct ingrijpende invloeden. 


thorne bridge, said that bridge con- 


and hence leases for advertising| 


EVEN IN DUTCH IT’S: “Sell the POST INFLUENTIAL —the mass market of active influence.” 
Carnation Boosts Lindsey 


Jack B. Lindsey, Chicago dis- ‘ 


trict sales manager for grocery 


There are two 


sides to most situations... 


a 


TORQUE- FIRE 
EIGHT | 


And there are two sides to the 
DELAWARE VALLEY 


Chances are that only the idle rich will find the above cartoon 
amusing. Most of us do some pretty heavy investigating before 
shelling out the kind of money that wagon would cost. 


a 
reserves 
Oia 


We suggest you investigate just as carefully before spending your 
Delaware Valley advertising budget. Look at the New Jersey half 
of the Valley, for example. You'll find 24.5% higher Effective 
Buying Income there. And you'll find you can reach better than 
85% of the folks who have it through the pages of the TRENTON 
TIMES and the CAMDEN COURIER-POST. 


2 sia cia a ee SOR OR ee aE ae a 


TRENTON TIMES 


Established 1883 


CAMDEN COURIER-POST 


Established 1875 


It pays to cross 
the Delaware 


bank, which is a renter of outdoor 


Represented nationally by GEORGE A. McDEVITT CO., Inc. @ New York @ Chicago @ Philadelphia @ Pittsburgh © Detroit © Los Angeles 


fhm tole 


Cartoon idea contributed by Roger E. Gaylord, McCann-Erickson, Inc., New York 
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a. ’ . i 4 oN iT GROWS—A Lib- 
+- my aigi8 at ; ; 
iS sien lid i. by Money Tree 
ren ee worth several 
hundred dollars 
will be awarded 
to 15 grocers who 
help Libby, Mc- 
Neill & Libby 
salesmen build 
winning Harvest 


PROMOTERS—When Abbott & Earl, Houston, moved  vertising the “agency’s greatest asset—our fine cli- : of Values dis- 
into a new building at 3311 Montrose Blwd., the ents.” In this display, American Hat Co., “another i. | plays in a photo 
21x9’ showroom window sparked an idea for ud-_ client of...,” is featured. - , ee contest. The con- 
test is intended 

: “—* to spur canned 
»*. i foods sales by re- 
atte ; 4 warding coopera- 
ne ' r *. tive efforts of 


. r P dealer and sales- 
4 : > men. 


For the fun of it... . 


come to KENTUCKY! 


Pall in Kentucky is Indian Summer at its 
outdoor best! Warm days, cool nights. 
Fishing, hunting, boating abound 


Colorful uncrowded highways lead to 
the Blue Grass horve farms, Mammoth 
Cave, Port Harrod, famous State Parks 


DUAL PERSONALITY—Archimedes Aristides Michael Giacomantonio, a ahs... sally igmese ti egg sual 
professional sculptor listed in “Who’s Who,” also works under the throughout the a oy 
name of Jock Manton as assistant director of ABC-TV’s “John Daly ities, plen this Boll to wish the 
and the News” program. Here Sculptor Giacomantonio finishes a , land, famed for food and hospitality 
portrait bust of Manton’s boss, Leonard H. Goldenson, president of ete coe Oe fee of i? 
ABC. o| 
— Please send me your FREE 
RRR He teavel literature about Kentucky. 
on Sane 
aoe wae went 
(ROLOr) CEL Ae Come 
| aed oreen te Gareeew ADORE.) 
EW TUCET STATE tae 
| Sept. 15 tailipetentiie or. -— es 


ART AID—To encourge young people to study advertising art, an an- 
FUN OF IT—Ads boosting Kentucky nual scholarship competition is sponsored by the Art Directors Club 
for a holiday are scheduled to ap- of Milwaukee. Here, Walter Seiler (right), president of Cramer- 


pear in 45 midwestern dailies in Krasselt Co., presents his company’s check for a year’s scholarship 
the last weeks of August and Sep- to Edmund Lewandowski, director of the Layton School of Art. 
tember. All ads will have slanted Cynthia Donovan, a Milwaukee high school girl, is this year’s win- 
copy. Staples Advertising, Louis- —_ 


ville, is the agency. 


OPPORTUNITY—The mailers’ strike in Boston (AA, Aug. 26) left a 
news gap which was partly filled by emergency substitutes for 
newspapers, such as this “bulletin” on Boston Common, The Don- 
nelly Advertising Corp. board (used only for public service mes- 
sages) was used for news flashes in cooperation with WNAC. 


be. me 


TWO-CITY TALE—To commemorate WWJ’s 37th year on the air, a gold- Collins Judd 


plated microphone is presented to Edwin Wheeler, general manager DOWN UNDER—W. H. Collins. advertising and sales ers, deputy chairman of directors, Vacuum Oil Co. 

of the Detroit station, by Rolland V. Tooke (right) of KYW and vp promotion manage, of Standard-Vacuum Oil Co., Pty. (Stanvac Australia affiliate), and Allan W. 

of Westinghouse Broadcasting Co. in Cleveland. The presentation New York, shakes hands with Evan Thomas, driver Judd, Australian advertising manager. The Mobil- 

was made during the KYW-WWJ Cleveland-Detroit Day civic cele- of Car No. 7, at the start of the 1957 Mobilgas Rally gas Rally is an internationally recognized motoring 
bration Aug. 21. Round Australia. With Mr. Collins are John D. Rog- event. 
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12,000,000 Families will read 
about “Surprise Girl” Suzy Parker 


»».in the September 15th 


issue of ...->. 
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300 W. WASHINGTON ST. 


@® CHICAGO FOOD BROKERS 
COMPLETE CO/ERAGE CHICAGO MARKET 


| quarters advertising department. 
Paul J. Bridwell, with the company | Hugh Feltis Affiliates 


Westinghouse Promotes Two vertising. J. A. ( inningham, ad- 

Westinghouse Electric Corp.,| vertising staff re; resentative, has 
Pittsburgh, has made appointments | been named manager of utility 
to two new positions in its head-| products advertis)\z. 


since 1947, has been promoted to| Hugh Feltis & Associates, radio- 
| manager of industrial products ad-|ty station representative, will act 


as the Seattle-Portland office for 


real weight.” 


“| SELL PACKINGS TO THE OEM” 


INTERNATIONAL PACKINGS CORP. 


“We offer a complete line of packings | | 
and seals. And in my Indiana, Illinois, 
and Michigan markets, the OEM Pur- 
chasing Agent is one of my key 
sales calls.” 

“Today the P.A.’s opinions and recommendations carry 


“But he requires facts to guide his buying. 
information to help convince others. That's why I'm glad 
we advertise in PURCHASING NEWS.” | 2er week except during the Christ- 


| Radio-TV Representatives, New 


York. Formerly head of the now 

|defunct Broadcast Measurement 
Bureau, Mr. Feltis was a station 

| 2xecutive at one time. Feltis also 

| has appointed Alice Mulvey, for- 
merly with KVAN, Vancouver, to 
ts staff. 


says 


Edwin Ames 


| Brooks Foods Sets Drive 

| Brooks Foods Inc., Collinsville, 

| Tll., will launch a newspaper cam- 

|paign in 40 markets next month 

|‘or its Brooks Tangy catsup. In 
10 markets, the newspaper cam- 
paign will carry a free offer cou- 
pon. The drive will run through 

| 2arly March, with two insertions 


He wants 


favorite 


“PIN-UP” 


~t. 


of 


in the SEATTLE- TACOMA AREA 


é Youngsters in the Puget Sound area will tell 
_ you that Brakeman Bill is their favorite TV hero 
_ Of all time. He MC’s “Cartoon Special”, a live-and- 
film late afternoon.show, consistently one of the 
top-rated local kid shows in the Seattle-Tacoma- 


Puget Sound market. 


Featured are such popular cartoon movies as 
Warner Bros. Merrie Melodies, Looney Tunes and 
Terry Tunes. Popeye, 
_ Tweety-and-Sylvester, Elmer Pudd and Daffy Duck 
: are just a few of the laughable characters appearing 


on “Cartoon Special”. 


f By the liberal use of toy trains, contests, give- 
aways and personal appearances, this show KEEPS 
its audiences day after day. ...SELLS day after day. 


ae 


| BRAKEMAN BILL 
—] ace of Cartoon Special 


mas holiday period. 


kids 


Bugs Bunny, Porky Pig, 


IN THE PUGET SOUND AREA 
Only KTNT-TV Covers all Give 


Of all Puget Sound TV stations, only 
KTNT-TV contains these five major 
cities in its “‘A’’ contour: Seattle, 
Tacoma, Olympia, Everett, Bremerton. 
SEND FOR THE COMPLETE STORY 


316,000 Warts 


Tower located 7 miles from Seattle; 12 miles from Tacoma. 


Represented by WEED TELEVISION. 


Advertising Age, September 2, 1957 


Nielsen TV 
Two Weeks Ending July 27, 1957 
Copyright by A. C. Nielsen Co. 
Nielsen Total Audience* 
TOTAL HOMES REACHED 
Homes 
Rank Program (000) 
1 CPs er CT, Cain a assicsocansetibasnituaasovonnacctenatessodl 11,848 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) . 
3 $64,000 Question (Revlon, CBS) 
4 20th Century-Fox Hour (Revion, CBS) 
5 I've Got A Secret (Winston cigarets, CBS) ............cccccccccccsesessesseesensereeeerers 
6 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
7 REARS SESE REE edt A SIE ae es Aan OR A 
8 RD £ D  RRAe eeee ee 
9 $64,000 Challenge (Revion, P. Lorillard, CBS) 
10 Richard Diamond (General Foods, CBS) .........ccccccccccoccesscecesseessneensneererencennee 
PROGRAM POPULARITY} 
Homes 
Rank Program (%) 
1 Peeaininne. SU titi, TAI sanseicsicssisccccssiersesqettesiusn vnantanipanaaaadii 30.9 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 30.2 
3 $64,000 Quastion (Revion, CBS) 2.0.00... 29.1 
4 20th Century-Fox Hour (Revlon, CBS) o..............cccccccceceeseeensneeee’ 28.2 
5 I've Got A Secret (Winston cigarets, CBS) 26.7 
6 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 26.1 
7 aie Oe HUME GEE .. cisretsatsncnvitcanteientenninadheqnnchnsestoereieceuiataibniniaainal 25.2 
| 8 Game of the Week (Falstaff Brewing, American Safety Razor, CBS) ........ 25.0 
SO a Fee CO saree reer eteternrereesinenemenniadaininmninn 24.7 
10 What's My Line (Sperry-Rand, Helene Curtis, CBS) ............0:cccccsccecesseeeeeee 24.0 
| 
Nielsen Average Audience** 
Homes 
tank Program (000) 
— Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ............cccccccccsseeseeseeenenens 10,841 
2 SOA Gee. Ge  drseviincktcn sein ecsevicncnctecnsicctinsspsinticttalncnonsecvieisinn 
i 3 I've Got A Secret (Winston cigarets, CBS) 
| 4 20th Cenutry-Fox Hour (Revlon, CBS) o.........cccccccccececcccesesseeeeeneneee 
| §$ $64,000 Challenge (Revion, P. Lorillard, CBS) ..........cccccccccccesesseeeeeeeenennnennes 8,302 
6 Pieptiacen GD (erpaiing, Cie cctesieivsecerssitsncesccocsssscccccscnevesieecsensnsnseess 
| 7 What's My Line (Sperry-Rand, Helene Curtis, CBS) 
| 8 Richard Diamond (Generul Foods, CBS) 

9 Undercurrent (Procter & Gamble, Brown & Williamson, CBS) ................. 7,818 
10 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) oo.........ccccccsseceeereseeeeeees 7,617 
PROGRAM POPULARITYt 
| Homes 
| Rank Program (%) 

1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ...........ccccccccessessnseseerneeenene 27.9 
| 2 Se Cetin Chawlndis GID icscecernnctes thevncnttencnsincitesvsenttintaneensenetintinariges 26.2 
3. Vve. Got A Secret (Winston cigarets, CBS) ..........cccccccesereersenenenenennenenenen 24.1 
4 20th Century-Fox Hour (Revlon, CBS) ...........cccccsersscesseesenneeresnnenseesrneeneeenes 22.3 
5 What's My Line (Sperry-Rand, Helene Curtis, CBS) ............ccccccccceteeeneeeeene 22.2 
6 $64,000 Challenge (Revion, P. Lorillard, CBS) ..........ccccccccseceerseserernneenencens 21.7 
he Playhouse 90 (Participating, CBS) ......c.:cccssssnsssnsenenensernsenestnesenenencnteenanensees 21.6 
| 8 Undercurrent (Procter & Gamble, Brown & Williamson, CBS) .................... 20.3 
9 Richard Diamond (General Foods, CBS) .............:ccccccsscsseeneeennnreeeeennenennnereennes 20.1 
10 Alfred Hitchcock Presents (Bristol-Myers, CBS) ..........ccccccccsseceeesceereenenennees 19.9 


*Homes reached by all or any part of program, except for homes viewing only one to 
five minutes. 
| **Homes reached during average minute of the program. 
| +Percented ratings are based on tv homes within reach of station facilities and by each 


program. 


|this is partly due to new tv com- 
petition in some cities. 


Spot Radio Sales Gain 
in First Half of ‘57 


National spot radio sales for the ‘Look’ Elects Suhler VP 
first six months of 1957 were es- Lester Suhler, subscription man- 
timated at $97,401,000 by the ager of Look for the past 19 years, 
Station Representatives Assn., New | has been elected a vp and has been 
York, on the basis of figures com-|transferred from the magazine's 
piled by Price Waterhouse Co. The| Des Moines subscription depart- 
first six months of 1957 showed a| ment to the New York office. Mr. 
| 37.9% gain over the same period in| Suhler will continue as subscrip- 
| 1956, when sales were estimated at} tion manager but the Des Moines 
$69,215,000. _ | subscription department will be 
The gain in spot radio sales is|under the management of a new 
‘shown most strongly in major mar-| three-man committee composed of 
| sets, according to Lawrence Webb,| Karl Haase, business manager; 
| managing director of the associa-| Henry Cowen, assistant subsciip- 
| ion. Some markets have shown a/tion sales manager, and Albert 

drop in spot radio billing. He said | Glass, operations manager. 


Invited into 140,191 Indiana 
| homes every day 


Here’s complete, effective cover- 

age of a billion dollar Indiana 
market for your sales message - 

... plus... merchandising ser- ws ; —> ~sey 
vices that are tailored to meet the , 
needs of your individual cam- 
paign. 
Your Key To A Billion 
Dollar Hoosier Pocketbook 


FORT WAYNE NEWSPAPERS, INC., Agent 
The News Sentinel © | tHe JouRNAt-GAzerte 


Represented by Allen-Kiapp Co.—New York—Chicego—Detroit—San Francisco 
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EIGHT OF ADVERTISING AGE’S 11 NEW YORK EDITORIAL STAFFERS IN CONFERENCE 


Dae Be 


) 


Advertising Age is important to important people 


because it has the MANPOWER to gather and print 
the news . . . quickly, accurately, completely 


There are five essential ingredients in the development 
of editorial competence in any publishing enterprise. 


The first of these is purpose—a clearly defined reason for being; 
knowing what you intend to do and how you intend to do it. 


The second is people— good people, competent people, knowledge- 
able people...and enough of them to really cover the waterfront. 


= * * * 


News coverage is demanding. News coverage is expensive, in terms 
of both time and manpower. That is why the Advertising Age editorial 
staff now numbers 31 full-time members—far more than any other 
publication in the marketing or advertising field—plus 56 part-time 
and stand-by correspondents in the principal cities in the world, plus 
eight every-week contributors to the Feature Section ... plus untold 
thousands of “volunteer reporters” in the advertising and marketing 
field who (bless em!) help us mightily to cover this fast moving field. 


impottouit to importauit people 


Advertising Age reporters and writers are everywhere .. . visiting 
thousands of offices, stores and factories ... making scores of thou- 
sands of telephone calls ...in attendance at more than a thousand 
luncheons, meetings, conferences, conventions each year ...in reading 
rooms and libraries, in restaurants, on street corners .. . talking, 
asking, listening, checking, appraising, analyzing, writing. Every week 
they turn out a crisp new product, distilling the news accurately, 
concisely, interestingly . . . a product invisibly stamped MUST READ- 


ING in tens of thousands of homes and offices. 


That is why Advertising Age is “important to important people” — 
important to more important people in advertising and marketing 
than any other publication in the world: almost 40,000 subscribers, 
very nearly 150,000 regular readers. 


200 EAST ILLINOIS STREET * CHICAGO 131 © 480 LEXINGTON AVENUE * NEW YORK 17 
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Fastest Growin g 


The daily Free Press is Detroit’s fastest-growing paper—and now 
enjoys the highest circulation in its 126-year history! 


And during recent months Detroit’s only morning paper has made 
greater advertising gains (retail, general, total) than the two 
evening papers. 


For modern marketing in America’s Motor Empire the advertiser’s 
BASIC BUY is the friendly Free Press! 


The Detroit Free Press 


46] ,] 67 DAILY,up 15,432 from a year ago / 507 vl 28 SUNDAY, up 7,007 


REPRESENTATIVES: NATIONAL—STORY, BROOKS & FINLEY; RETAIL—KENT HANSON, NEW YORK 
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Salesense in Farm Publications 
Who Started the Color Craze? 
Where's the Food in Food Supers? 


TV Predictions for Fall, 1957 


Opinions expressed here are those of the writers, and not necessar''y those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


A Primitive Lesson in Creating Demand... 


Advertising Comes to Yugoslavia, and a Yugoslav 
Journalist Explains All to His Readers 


The U. S. Information Agency supplied the delightful and intrigu- 
ing English translation quoted here, from an article by Defan Stokic 
in the July 21, 1957, issue of “Oslobodjenje” of Sarajevo. It reports 
the re-introduction of advertising into Yugoslavia after many years 
of intense shortages of goods. Readers will enjoy its description of 
the functions of advertising and the difficulties facing “advertising 
agencies” and practitioners of the advertising aris in Yugoslavia... 
where, for example, there is no telephone connection with the build- 
ing housing the only offset press in the country. 


We have already almost forgotten the 
time when our goods—of poor quality 
and even poorer packaging—were brought 
to the market by administrative methods 
and when the consumer’s attitude had 
to be: “Give me what you will.” In such 
a situation, which is understandable after 
difficult war years, naturally it did not 
even occur to producers to advertise 
and to try to popularize their products. 
Their efforts were directed toward satis- 
fying the market, which, because there 
was almost no choice, devoured every- 
thing. Furthermore, at that time it was 
thought that adverising would be unnec- 
essary even in the future, when there 
would be more diversified and better- 
quality goods. It was thought that it 
would be sufficient if individual prod- 
ucts were to have simple labels with gen- 
eral instructions concerning use, content, 
quality and so on. 

It is understandable that this opinion 
did not last. It was disproved by the laws 
of the market and by the consumer’s 
personality. For, fortunately, we are not 
automata: one likes highly-spiced meals, 
another colorful clothes, a third likes liv- 
ing simply, and a fourth, electric home 
appliances. This was felt and understood 
even by producers (unfortunately not by 
all of them!) when production—especially 
of articles for mass consumption—in- 
creased in numbers, became more diversi- 
fied and of better quality. At that time 
the question of promoting goods appeared 
as a problem equal to the one of organiz- 
ing production. 


Relearning an Old Rule 

It is an old rule that goods are sold by 
their quality and popularity. But pop- 
ularity is achieved through better pack- 
aging, good promotion techniques, and 
wides»read public acquaintance with the 
different kinds of products and their 
characteristics—in a word, through good 
advertising. 

In this activity, which is called eco- 
nomic propaganda or publicity, the par- 
ticipation of people from various fields is 
necessary: propagandists, who give ideas 
and organize production, market experts, 
who know and test consumer wishes, 
press experts, editors, architects (for ex- 
positions and interiors), painters, pho- 
tographers, and others, all in all a large 


number of highly qualified employes, 
whose work should be coordinated. Thus, 
within the past few years economic prop- 
aganda and publicity enterprises have 
appeared whose task is—through coor- 
dinating the work of various occupations 
—to suggest, draft, and organize the im- 
plement of all the modern means of ad- 
vertising to serve their client’s needs. 


s At present, the Advertising Institute 
of Bosnia and Herzegovina (“Ozebih”), 
branch offices of Ozeh, Interpublik, and 
Forum, are active in Bosnia and Herze- 
govina, and there are some others for 
whom economic propaganda is incidental 
work. As with all pioneering work, this 
one is burdened with many initial diffi- 
culties. “First of all,” said the director 
of Ozebih, “there are no economic rules 
to regulate our work, and it happens that 
incompetent enterprises engage in it. 
Then, there are the problems of person- 
nel in all fields—from propagandists to 
creative printing artists—and of over- 
burdened and poor quality presses. Al- 
though the quality of our presses has 
improved in many respects, our printing 
houses, for commercial and other reasons, 
occasionally avoid doing high-quality 
work, preferring to print various office 
forms. However, our greatest problem is 
the producer’s lack of understanding of 
the value of and need for advertising.” 


‘Wild’ Advertising Agencies 

At Ozeh they also agree that work in 
this field is made difficult by lack of 
regulations. At the initiative of this en- 
terprise a coordinating committee has 
been organized to work on the formation 
of an association of advertising enter- 
prises, which would propose regulations. 
After economic regulations are promul- 
gated, not only will those enterprises 
which engage in economic propaganda 
sporadically and for commercial reasons 
be eliminated, but our enterprises will 
reach the level of serious, competent ad- 
vertising enterprises, which will work 
with the necessary expertness and reso- 
lution. 

A representative of Interpublik said 
that at present there is “disloyal” com- 
petition, especially by some “wild” ad- 
vertising agents who, although without 
the qualifications or means for this 


activity, confuse producers with false 
promises, and, in the end, deliver poor 
quality work. “And then the defrauded 
client considers us, too, as charlatans, so 
that a lot of persistence is needed to win 
him over again to advertising.” In addi- 
tion, “we also sometimes strive, because 
of our modest financial means, more for 
profit than for high quality and an affir- 
mation of the enterprise,” it was said at 
Interpublik. 

Representatives of the Veselin Maslesa 
printing house also point out their diffi- 
culties. For six years they unsuccessfully 
planned to transfer their offset presses, 
which are in a far-off temporary build- 
ing. This makes the printing house’s work 
more difficult, for although theirs is the 
only offset press in Bosnia and Herze- 
govina, there is no telephone connection 
with the offset press building. 


Clients Bother Them, Too 

There are also many objective and 
non-objective reasons which keep our 
advertising enterprises from being what 
they should be. Almost without exception 
they make concessions to the poor taste 
of their clients, creative decisions are 
implemented in a way which lacks qual- 
ity, propagandists rarely work out indi- 
vidual advertising situations studiously, 
and, on the other hand, the funds avail- 
able to enterprises for advertising are 
small. Nevertheless, these difficulties and 
weaknesses (and there will be more 
about them in this newspaper) are un- 
derstandable, and little by little they are 
being eliminated. 

However, the fact remains that there is 
a large number of important tasks which 
are not the concern of advertising en- 
terprises only and which they cannot ful- 
fill by themselves. Before even speaking 
about raising the consumer’s esthetic 
taste, it is necessary first to familiarize 
him with all the articles which are pro- 


Direct Mail and Mail Order... 


duced in our country, with their useful- 
ness and availability. Does the consumer 
know that elastic stockings, undergar- 
ments made of synthetic fibers, mechan- 
ical toys of excellent quality, and a great 
number of very useful home appliances 
are produced in our country? How are we 
to educate our fellow man to enlarge his 
choice of goods for personal use if he 
does not even know all of them?—yet we 
wish to increase production by increasing 
consumption and decreasing production 
costs and thus raise the standard of 
living of our fellow men. 


Longing for the World of Ads 

Furthermore, how do our store win- 
dows, signs, and store interiors look—and 
what about the form and purpose of their 
equipment? Why do most of our store 
windows and stores remind us of stock 
rooms; why do our tooth brushes look 
like scrubbing brushes; why are some 
products sometimes wrapped in newspa- 
per and not put in paper bags? How long 
shall we scrape out knees in movie thea- 
ters and struggle like earthworms be- 
tween the tables in restaurants? Why is 
our city so lacking in neon signs when 
they are no more expensive than ordi- 
nary ones? How long shall we listen to 
primitive commercials and look at taste- 
less coloring on fences (while equally 
tasteless house walls stand bare and di- 
lapidated) and at pitiful, lifeless, lengthy 
newspaper ads? 


s Our fellow man rapidly increases his 
demands, his sense for the beautiful is 
continuously developing, large amounts 
of money are spent for this purpose in 
the field of education; and it is truly nec- 
essary that we do not forget the esthetic 
effect of our activities, as well as their 
commercial purposes. We believe that the 
time has come for both producers and 
consumers to reflect on this. + 


Definitions Clarify Terms 


Elon G. Borton, then advertising manager of LaSalle Extension Uni- 
versity, wrote a column on direct mail and mail order advertising for 
ADVERTISING AGE in 1944 and 1945. He gave up the column when he 
became the full-time president of Advertising Federation of America, a 
post from which he has just retired after 12 years. We are delighted once 
again to carry this column devoted to direct mail and mail order adver- 


tising. 


By Elon G. Borton 
It is good to be back with this column 
after 12 years of absence from it. Review- 
ing what I wrote in the approximately 80 
issues of ApveRTIsSING AcE in 1944 and 
1945 has brought back many memories of 
the principles and cases I discussed and 


of the people who aided me with both 
comments and material. 

It is my hope that companies and in- 
dividuals using direct mail advertising or 
mail order advertising will put me on 
their mailing lists and send me case his- 
tories, queries and comments. From these 
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I expect to find cases which will illus- 
trate the principles I wish to discuss. As 
far as practical I will try to answer in 
the column any genera! queries. My ad- 
dress is P. O. Box 128, Chapel Hill, N. C. 


s In talking about direct mail or mail 
order advertising, some definitions are 
necessary first because there are three 
terms which are often confused. 

Direct advertising is perhaps an over- 
all term which breaks down roughly into 
three divisions: direct mail advertising, 
mail order direct advertising, and un- 
mailed direct advertising. As defined by 
Edward N. Mayer Jr., direct mail adver- 
tising is the use of the mails to help the 
salesmen sell; mail order direct advertis- 
ing includes all methods, except personal 
selling or telecasting, to get people to 
send in orders by mail; while unmailed 


Tips for the Production Man... 


direct advertising is the distribution and 
use of materials distributed in stores, 
door to door or otherwise than through 
the mails. 

Mail order advertising is not limited to 
use of the mails. It is advertising through 
the mails or other media designed spe- 
cifically to bring a direct response in the 
form of an order or an inquiry. The in- 
quiries may then be handled by mail or 
turned over to a salesman or in some rare 
cases handled simultaneously in both 
ways. 


® Until the advent of telecasting, the re- 
sponses from prospects had to come 
through the mails; now with announcers 
telecasting appeals to answer with order 
or inquiries by telephone I suppose we 
should stretch the term “mail order ad- 
vertising” to include this. + 


A Little Bit About a Lot of Things 


By Kenneth B. Butler 


“Copy and Cuts to Come.” In those 
few words are covered the answer to 
many a missed deadline, a nasty error, 
or a bill for alterations. It is a crutch 
upon which too many procrastinators 
lean and it requires double handling, plus 
guesswork as to the probable length of 
the missing material. There’s not much 
point in making up an ad or page until 
the components are at hand. 

a * + 

You may or you may not make mail- 
ings where it is vital that certain pouches 
make certain mail trains ... you may or 
you may not read Business Week ... 
but you'll get a kick out of a recent little 
booklet, humorously illustrated, which 
McGraw-Hill entitles “Box 1475—or how 
subscriber Howard Snow did single-hand- 
edly subdue the United States Post Of- 
fice, the New York Central System, the 
Southern Railway System, and the Exec- 
utive Assistant to the Vice-President in 
Charge of Manufacturing of the McGraw- 
Hill Publishing Co. Inc.” Write Business 
Week, 330 W. 42nd St., New York. 


* oo * 


Again, McGraw-Hill. The publisher has 
made one printing job do double-duty 
with a mailing of the book jacket for the 
new book, “Building, U.S.A.” as an ad- 
vertising promotion piece. Makes you 
want to buy the book that is supposed to 
go inside the jacket. 


* me * 


Montgomery Ward in its summer cata- 
log has sprung a bright but amazingly 
simple idea. Instead of making you search 
for the index to find the page number 
of the type of article you are interested 
in, the advertiser carries the merchan- 
dise index on the backbone of the cover. 


* * * 


The Newspaper Advertising Executives 
Assn. is again calling attention to the 


G. D. Crain Jr. Says... 


standard of practice in newspaper ad 
measurement which asks advertisers to 
designate ad widths in columns and exact 
depth, in which case the newspaper agrees 
to publish and bill advertisements in ex- 
act space ordered, measurement to be 
from cut-off rule to cut-off rule. Where 
ads are positioned at the bottom of the 
page, a dash or dot may be substituted 
for the cut-off rule to designate the true 
bottom of the type page. 
ok * at 

For many years, one common standard 
for the measurement of typesetting has 
been the “em” (square of the size of type 
being set). Some doubt is now being cast 
on the equity of this manner of measure- 
ment, since the em basis does not take 
into consideration the variation in width 
of type faces of the same point size. Pre- 
sumably setting of condensed type would 
be unfair to the typesetter—unfair to the 
purchaser when extended type is selected. 
A new tentative schedule has been set 
up to be tried out. The committee of the 
New York Employing Printers Assn. will 
then study the results and comments 
which arise. 

Be oo oo 


Fototype Inc., of 1414 Roscoe St., Chi- 
cago 13, Ill., has introduced “Justi-Type” 
which is characterized as a new paper 
that actually stretches. One typing, it is 
said, will suffice and eliminate costly 
second typing in order to make right-hand 
margins come flush, or to fill pre-deter- 
mined space. Material is typed on the 
new paper, keeping within margins. Aft- 
er typing, short lines are stretched (the 
paper is precision die-cut into horizontal 
Strips) to align with right-hand margin; 
then pressed back again on the pressure- 
sensitive backing sheet. An introductory 
kit is offered at $6. The company asks 
that a three-inch block of typing be sent 
to permit matching the ratchet spacing 
of typewriter to be used. + 


Are Business Papers ‘Trade Journals’? 


Competition between business publica- 
tions and general magazines which have 
a strong appeal to advertisers because of 
their circulation among business execu- 
tives has led to an interesting proposal. 

It has been suggested by some busi- 
ness publishers that instead of referring 
to the specialized business press in those 
terms, these publications be called “trade 
journals,” so as to distinguish them more 
clearly from general business magazines. 

Those who advocate this change point 
out that everybody knows that a trade 


publication is a business paper, but that 
some people, including advertisers, may 
not think of these media when the term 
“business publication” is used. They con- 
tend that this would sharpen the distinc- 
tion between specialized business papers 
and the general magazines with business 
circulations and advertising appeal. 


® Historically, the term “trade journal” 
was dropped as the descriptive of all 
business publications over 40 years ago. 
In 1916 the Associated Business Papers, 
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The Creative Man‘s Corner... 


Who Started It, 


Anyway? 


A particularly unique development has been taking place in the soap field 
and this Williams ad for its shaving creams is certainly representative of it. 
We mean the introduction of color into a product as a difference. 


Soap powders and detergents can be 
bought that are blue, pink and green. 
And now a shaving cream can be pur- 
chased that is golden yellow. 


We suspect the resort to color, to 
achieve at least a visual difference, re- 
sults from sheer desperation. Soap ads 
have been built on such fantastic and in- 
credible claims that it is quite likely the 
companies, their advertising depart- 
ments and their agencies ran into a 
blind verbal alley. 


Williams, we must admit, attempts to 
make its color mean something. It says 
its new shaving cream is golden yellow 
because it contains Cream of Lanolin, 
with 25 times the skin-soothing prop- 
erties of plain lanolin. Blue in a soap 
powder we can understand, too, since 
our mother used bluing for years when 
she did the laundry. But pink! And 
green! 


We have no inside information, so 
don’t take this for gospel. But we suspect 
before long Campbell will be introducing 
purple baked beans and Heinz will be 
countering with blue tomato soup. This 
will really trigger tuings and soon Schlitz 
will be out with green beer (Schlitz- 
green), Nucoa with black margarine and 
Continental with red bread (builds real 
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Remarkable Shaving Discovery 
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now Associated Business Publications 
Inc., succeeded the old Federation of 
Trade Press Associations, which had 
been organized in 1906. It was then de- 
cided to use “business papers” to desig- 
nate all members of the business press, 
using “trade journal” to identify business 
papers having a distribution or merchan- 
dising function. 

Another reason for the desire to use 
“business paper” instead of “trade jour- 
nal” as a generic term was that, because 
of relatively low standards in some parts 
of the business field, trade journals had 
fallen somewhat into disrepute. The ad- 
vent of the Audit Bureau of Circulations 
in 1914, with a business paper division, 
and the formation of Associated Business 
Papers in 1916 helped to wipe the slate 
clean and give specialized business jour- 
nals a brand new look. 

Also it was recognized that, since in- 
dustrial and vocational publications are 
really consumer magazines, whose read- 
ers purchase advertised products for 
their own use rather than resale, “trade 
journal,” with its overtones of merchan- 
dising and distribution, was not an exact 
term. The more general descriptive of 
“business papers,” it was thought, could 
apply to all specialized journals, with 
those in various groups being further 
identified as industrial, trade, profession- 
al or vocational. 


= Those who believe that returning to 
the use of “trade journal” as a descrip- 


tive for all business journals would be a 
mistake point to the excellent promotion 
job done over the years by both the As- 
sociated Business Publications and Na- 
tional Business Publications. They have 
helped to explain and define the func- 
tions of the specialized business press, 
and the greatly increased stature of these 
media, as reflected in circulation and 
advertising growth, is attributed in part 
at least to this kind of promotion. 


# Those who feel that the business press 
has a valuable property right in the gen- 
eral descriptive of the field, and who 
think that calling all business papers 
“trade journals” would be a step back- 
ward, point to the fine relations which 
their field enjoys with associations of 
buyers, such as the National Industrial 
Advertisers Association, Association of 
National Advertisers and the American 
Association of Advertising Agencies. In 
the establishment of committees to main- 
tain relations with the business press, 
these associations have generally identi- 
fied them as business paper committees, 
and might not like to drop this term in 
favor of “trade journal committees.” 

The question of a change in termi- 
nology is being discussed at present on a 
tentative and exploratory basis, and 
many friends of the business press have 
expressed the hope that specialized jour- 
nals in industrial and trade fields will 
continue to be known as business publi- 
cations. + 


Ne iene iit ice eta ee A se re <i RR ee eager A Sa ee Phe eee ws g Se RS Oe ee es 
pelea bn i RAG <a a “a > a ee 7 en ee gee ae hn i i) de > ae. ae a ee 
pie ie a pees — oe Pee Se ee ‘ee Ne eck PP ga ak oN i an ane Re Or ee La meet EN eee ea 
ve _ eas a i iy . s 2a + SR Rs ba da 2, a ee Oe: Rh ee et ae tn ee ieee Pe i a 
costss eer a ee “og = ae ii Ee Gece, et Tae ie a ee ee ee eer, a oe ne es: ; terme aa . Se Neots - 

EO pathy , ae ae A ar a ee ie Be ee a i PO,» See = ot sarees ; 2 lar? beret See Oa at Ses » 
5 eee Poh ie os eae a See ee ri oe ae, Wi ee ee eS ae Bt eee et ee eens Wee eet Tree a 
hs ee ys ae aa abet Ae 8g bigeye ee oe ot GETS 5 ont ae er aac ee oe! Ca ig a ——- Te eee ae Bic: 6 nada po Te Ma SES St RE Sea 5k aan a are 
ae es) eda oo ae ae Bs er a os ey es Te fs eset). SR Spi tataeT e. om Be a ce ee Te ae Tage et! 2 ESCM Pm Bae © ae ieee at Seed fp Gene ee mene 
ane ee ee er ge Sata yurts > eae bale a seh tac eee mo ° got Mi “ ” os ‘is as re ca = suai a =" sae te hue one ah r, ie Be eso = ee ae Slay ae ete saa fa gs cited = i Mores 5 Baar, og > es 2% re a 
ae = a 7 ‘ ey aD a 5 . * F 5 S csesl 
ony : a 
nee 2a 
“ke ey 

sal 
. 4a aa 
7 

cs 

t PPS PPP PPP PPP PPPS PPPOPOPOPPOPOOPOOOOOOOOCOOOOOOS 

eens 
fey 
rio, 

y ee : 
fe . 

os 7 LS in 

_ ¢ a 

iA 3 ed 

aie sod 

i iy 

sag -* 

fee ‘Ver 

“td Oe ea 
a ee 
ee ty 
ey 
7m ee . 

. sitting 
i: Bc 
i = 
ha ee 
sion Sia 

” of ‘gs 
ee ee 
Le s, iis 
P34 i 
£3 arent 

Pe: a he 2 
ee thy i 
‘8 we 
one . : 

ot ae ee ee 
Ais 4. lio ral hela 
it a”: ail 1 a 
‘ ] ; ye . - 
c ‘ ad ‘i ae 
—_ . 
: ’ , 

oe ¥ : 

2 aa? eS ——  i0—owOwCO 8388S 

bos - % 

ea z - - ae 

Sed 

Scot we ; Pao 

oe . ioe 

=e ‘: a 

| ce “ q 

et iy 3 Vd on 

, 2 oes 
ae 5 " 
pF oe 3 : : 

ts tay 

: ener le ae 
j . 
ie | 
See) tie 
. of 

oe ocho . 

ah es 
es eed 

a PO - 

“oe $a 
ee : 
omy 
. 
mee 
aE 
pat 
eg 
; because they have W dieu” weir Cream of Lanulio. ay 
ee * 
a 
Here's a greet sew sdvence in chasing combort—Crmmm af 
: Laneha The concowirsted lonnle he» 25 times the 
chin snothing properters af plan lanolin UW kenge the lather 
rami mich longer Aud ot Leaps vawr rae free divert 

ie copter! eth ver chem Willers lemeder ont Cremmes 

* . eon t soap ax ay satire) sham oss erustly beip beep J : 

: = iy theen wn lwo aved owes ( + * Aas a " 
Re ag 
a eee 

by: % Me “eis 

rae sna a: & 

i wr 3 A ne 
pty 4 : oe & 

raw, a as S a 

at er % 

a4 

ar ee 
abe 

® P| e Po 
ia Wis. 

a | 
ow OO o-m ure 
Bias ae 
2 iB es : 

‘ i 
Pee er 
ahh " 

Pee. : 

Be Co 2 aa 

- % 
ee 

en: “ine 

ao ai 

isd, oe 
hws lat 

Oi un : 

vey ‘ 

tr 2 4 

ees ei 

he et a 

Nesters: : 
= a 

ee: 4 

ee oe 

| ee 
= ; 
an ee 

item 

caress 

TO 

is 
ees ; 

TOP ee =. 

YP pete 

pees ie SRS. 

ae 

a Fae ss 

ee te = 

ee. ae pe P 

ee ‘ 
eas See “ - _ rae Hn ed ia é f F ‘ mS ee a = : 

Brees al ee ee oo ' 7 oe = ls Deiat Baio) ae ee Jpoaeele _ i i he ? ie a , ‘ teh a 

sins wae ile aoe ae me Tee Sas m8 f ee Apeim.: ig ime oN ae eee ae ans a , q fd —. = ee : 

ee at ol eee SR ee ae et Ps coc ae er eus: ppc Rea) alee MP can Nin. te es Pew he ont IRN cae rege EO GOCE Oe, eR SO ee eta Se ee ee = MP eee ae ie 210 teach EA Se i Cues 

Feels ge SMR Via lc eae em Na ls =o er, i rt Raa, ga Meo at rg MU a RT a Ha oh a Se a, I ee i Ri Yl i | fc a es aa 


| Advertising Age, September 2, 1957 


Salesense in Advertising ... 


You'll Find Plenty of Salesense 


in the Farm Magazines 


By James D. Woolf 
Advertising Consultant 


I have long been an admirer of a great 
deal of advertising I see in the farm pub- 
lications. In this category of advertising I 
find a level of salesense far above the 
general average. 

The producers of this 
advertising seem to 
proceed on the assump- 
tion that the farmer is 
an adult in possession 
of a reasonable share 
of hard-headed com- 
mon sense. Seldom in 
the farm journals do I 
see the sort of non- 
sense that is to be 
found so often in news- 
papers, general magazines, and on the 
television screen. And seldom do I hear of 
the farmer having his psyche depth- 
probed by the professors of motivation. 
Experienced writers of farm copy so far 
have shown little interest in the mysteri- 
ous art of hidden persuasion, and amen 
to that. 

Farm families read farm magazines 
partly for entertainment but largely for 
information and instruction. Much of the 
editorial as well as advertising material 
leads off with the “How” approach— 
“How to control resistant insects,” “How 
liquid Terramycin stops mastitis fast,” 
“How to select Color Harmonies for your 
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home—and always be _ vright!,” “How 
Wedge-in helps you spray crops faster,” 
“How to have your family’s security 
buttoned up today...paid up in 20 
years.” 


= I feel that some writers of advertising 
in non-farm media have something to 
learn from the farm journal writers. 
Running a home is a business just as 
truly as running a farm, and I believe 
that Mr. and Mrs. Urban are just as 
eager as Mr. and Mrs. Rural for informa- 
tion and instruction on how to live more 
efficiently and economically and happily. 

One of the major engrossments of man, 
from cradle to grave, is the business of 
learning how to do things that will bene- 
fit the doer—how to crawl, how to walk, 
how to keep well, how to make friends, 
how to make money, how to excel at 
something, how to enjoy more leisure, 
how to be happily married, how to be 
good parents, ad infinitum. 

I like the several “How” ads shown 
here. They may have no appeal to the 
reader’s hidden emotional yearnings, and 
they may create no “images,” but in my 
opinion they are excellent examples of 
salesense in advertising. + 

a a * 

Mr. Woolf’s articles are available in a 
handsomely bound 383-page book for 
permanent reference. Price $5.95. Write 
Advertising Publications, 200 E. Illinois 
St., Chicago 11, IU., for “Salesense in 
Advertising,” available on five days’ ap- 
proval. 
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On the Merchandising Front... 


Where Is the Food in Food Supers? 


By E. B. Weiss 


Recently, the Super Market Institute 
set up a committee to study “non-foods 
productivity.” In commenting on this 
piece of news, ADVERTISING AGE said: 
“There are food supers .. . that resem- 
ble nothing so much as 
A&P by Korvette out of 
Sol Polk . . . Market- 
ing men will wetch for 
the committee’s find- 
ings with particular 
interest because they 
may mark the begin- 
ning of the return of 
the food store to the 


E. B. Weiss food business.” 
Over the last three 
years, I have written no less than five 


columns for AA in which I have declared 
that: 

1. The food super must learn how to 
earn a better net profit on food. 

2. The food super Will not find non- 
foods the easy road to net profit. 

3. A retail organization that cannot 
earn a satisfactory net on its major lines 
(food, in this case) will seldom improve 
its net on new lines (non foods). 


s Throughout the years, I have noted 
that the same business men who laugh 
sardonically when a company in another 
line barges over into their field seldom 
have doubts about their own ability to 
operate profitably in strange territory. 
Thus, the food super shrugs off attempts 
by other retailers to merchandise food. 
But the food super—until recently!—has 
had little doubt that it could operate 
profitably a new type of junior depart- 
ment store. 

As a matter of fact, the majority of the 
new units opened in 1956 and so far in 
1957 by the food super chains are really 
food stores more by tradition and by 
terminology than by fact. Like the five- 
and-dime and the drug store, the term. is 
almost as meaningless as Hotpoint on 
refrigerators and Frigidaire on ranges! 
When a food store unit devotes 50% and 
more of the total floor area to non-foods, 
and when over 50% of its gross dollar 
comes from non-foods, it is hardly a 
food store. And this sort of setup has 
become fairly typical of the newer food 
super units—with the trend toward non- 
foods still moving up, and quite emphati- 
cally. 


s There was little, if any, inclination by 
the food supers to question this basic 


policy of expansion into non-foods—with, 
of course, a few exceptions. And when 
the A&P, which had resisted non-foods, 
recently showed signs of moving into 
new non-food categories, it appeared to 
some as though the food super’s case for 
non-foods had been proved—decisively. 
(Actually, competition frequently com- 
pels business men to pursue policies they 
dislike or distrust.) 

Yet there should have been plenty of 
reason, on the part of the food super, to 
question—seriously—the presumed sure- 
fire ability of non-foods to turn food loss 
into over-all net profit. If nothing else, 
the continued droop in food super net 
profit percentages during the last ten 
years—the very years of food super ex- 
pansion into non-foods—should have 
been a warning light. A decade of de- 
clining net profit percentages, in a retail 
store which boasts of marginal require- 
ments of 18% but which takes up to 40% 
on non-foods, is hardly cause for opti- 
mism regarding the net profit potential 
presumably inherent in unlimited expan- 
sion into non-foods. 


= Now I do not contend that the food 
super should sell only food—certainly not 
in all of its units. As a matter of fact, 
the food store sold non-foods long before 
the food super appeared on the scene. 
Traditional non-foods belong in most 
food supers; and some of the newer non- 
foods belong there as well. 

But when even one-third the floor 
space of a food super is turned over to 
non-foods; when over one-third the vol- 
ume is done on non-foods; when non- 
foods are looked upon as the sole method 
of extracting a net profit—then a mirage 
is being chased. (Incidentally, one of the 
great weaknesses of the food super in 
selling some of the newer non-foods is its 
lack of changing traffic. A drug store 
doing $75,000 annual volume will have 
more different customers each week than 
a food super doing $500,000.) 


® Some four years ago I was invited to 
talk—for three minutes, as I recall it— 
before a national meeting of food chain 
operators. I stated then, to a totally dis- 
believing audience, that if the food super 
could not earn a healthy net profit on 
food, it would seidom earn a healthy net 
profit on non-food. Over the years, the 
figures appear to have confirmed that 
observation, with the usual few excep- 
tions. 

And the food super can earn a net 
profit on food, if it will concentrate the 
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same brains, the same finances, the same 
energy and courage on new concepts in 
food retailing that it has expended in re- 
cent years on non-foods. It just doesn’t 
seem plausible that food, which takes 
well over 25% of our total national retail 
dollar, cannot be merchandised profit- 
ably. The original food super concept re- 
turned net profit to food retailing; very 
handsome net profits, indeed. Now an- 
other—maybe several—new food retail- 
ing concepts are needed to return lost net 
profit percentages to food retailing. 


® For one, I think the food super should 
experiment with small, _ strictly-food 
stores, supplemented with a few of the 
newer non-foods (health and beauty 
aids, for example) and supplemented 
with the traditional non-foods. I note 
that a chain of 130 stores of this type 
dots the Akron-Cleveland-Canton areas; 
it’s operated by the Lawson Milk Co. of 
Cuyahoga Falls, O. The stores occupy a 
total area of about 1,800 square feet 
(compare that with food supers boasting 
up to 50,000 square feet), stock less than 
2,000 items. I see, also, that Grand Un- 
ion, which is opening stores in which 
50% of the floor space is given over to 
non-foods, is also testing small 2,500 
square feet of selling area stores in New 
York City. 


s Spotted throughout the country are 
other examples of new types of food out- 
lets that are returning to food for net 
profit. These newer types are smaller 
than the superette, although all are not 
down to 1,800 square feet. About 2,500 
square feet and running up to 3,000 
square feet would be more typical of 
these planned efforts to find profit in 
food. Some of the names of food retailers 
engaged in either testing the tiny food 
outlet or which are embarked on full- 
scale programs for development of the 
concept include: Tom Boy Stores, St. 
Louis; Cabell Minit Market, Corpus 
Christi; U-Tote-Em, Houston (which 
plans a chain of some 50 units). In Cali- 
fornia, Speedee Marts of San Diego 
plans to franchise individually-owned 
tiny food stores. Safeway operates a 2,- 
400 square-foot market in Washington, 
D. C.; it’s been highly successful. 

I note, furthermore, that several food 
supers have opened non-food stores 
alongside their food stores, which may 
mark a step at least in the direction of 
separating the two businesses. There are 


also new types of small drive-in food 
outlets. 

But the food super may have to do 
more than simply open efficient little 
food stores in certain areas. I think the 
food super will be compelled to develop 
new techniques of food handling as start- 
lingly different as were the early food 
supers in their methods. In brief, food 
merchandising continues to be too much 
of a manual operation. I have been con- 
tending for some years that the food su- 
per must now turn to mechanical and 
even automation devices; it can no longer 
afford the labor charges that it could tol- 
erate in the low-wage depression years 
of the 1930s when it got its start. The 
shelf-stocking operation and the check- 
out operation in particular cry aloud for 
technical improvements. Both are archa- 
ic. Price marking is another area in 
which costs are ridiculously and unnec- 
essarily high. 


s But to return to the committee ap- 
pointed by the Super Market Institute 
to study non-foods: This is obviously a 
step in the right direction. But I venture 
to say, with no thought of impugning the 
committee members, that a group of ex- 
ecutives who have themselves sponsored 
a policy involving investments running 
into hundreds of millions are hardly apt 
to be entirely unprejudiced when they 
study that policy’s performance. It would 
appear to this observer that an outside 
organization might have been better 
equipped to give this fundamental situa- 
tion more objective analysis. 

I think also that it is high time the 
foed processors got together and financed 
a study of ways and means to bring 
profit back into food retailing. When a 
great industry like food is bottlenecked 
by a retail outlet that cannot find net 
profit in food and consequently turns to 
non-foods, the situation is hardly a cause 
for long-term optimism. The food proces- 
sor has taken over a substantial part of 
the retailer’s functions anyhow; why not 
take the final step and develop a new 
concept of food retailing that will restore 
net profit to our number one merchan- 
dise category? 

But getting back to the food super it- 
self—maybe it has become hypnotized 
by the very word “super.” Its net profit 
performance for the last ten years has 
been anything but super; perhaps it 
would do well to forget some of its Na- 
poleonic illusions. + 


Looking at Radio and Television... 


You Wanna Bet? 


By The Eye and Ear Man 
Now is the popular time to join the 
cracker barrel crowd around the grocery 
store, thinly disguised as the bar of 21, to 
predict the things to come in the fall of 
1957. The chips are down and here’s how 
it looks: 


In General 

CBS's lead in nighttime programs will 
be whittled away by both ABC and NBC. 
NBC will run a closer second hotly fol- 
lowed by ABC with certain nights ABC- 
dominated. 

Daytime lead will slip away from CBS 
to NBC, and ABC will show great 
strength in the late afternoon. 

Specials will be strong, as they help 
break the monotony of increasingly me- 
diocre programs. 


Nightly 
Sunday: 

“Lassie” and Jack Benny still will hold 
a sturdy lead for CBS and give Sullivan 
a 55-45 edge over Allen. The Chevy mu- 
sical variety will steal the same ratio 
away from the CBS dramas from 9 to 10. 


Then the same ratio swing will be back 
to CBS. No contest from ABC. 
Monday: 

“Robin Hood” will continue undisputed 
at 7:30 with “Burns and Allen” having a 
slight edge at 8 p.m. and “Talent Scouts” 


and “Wells Fargo” slugging it out... 
even-money bet. Danny Thomas and 
“Twenty One” break even, “December 


Bride” up a fraction over the drama and 
the “Suspicion” mysteries 60-40 over 
“Studio One.” No contest from ABC. 
Tuesday: 

Strong lead for ABC for “Cheyenne,” 
“Wyatt Earp” and “Broken Arrow.” Sad 
decline for Phil Silvers and not much 
from NBC. A 40-30-30 split in favor of 
ABC until Red Skelton, “$64,000 Ques- 
tion” give CBS the same edge. 

Wednesday: 

Tough fight for early evening with 
“Disneyland,” “Lucy” repeats, and 
“Wagon Train” in a 40-30-30 battle in 
that order. “Tombstone,” “Big Record,” 
and “Father Knows Best” have an even 
money bet at 8:30, with a little edge to 
the boom-boomer. Once again the feeble 
“Kraft Theater” gives CBS a clear edge 


for an hour and ABC a close second. As 
usual “This Is Your Life” sobs its way to 
dominance at 10. 

Thursday: 

“Circus Boy” slightly ahead at 7:30 on 
ABC followed by a slight Groucho lead at 
8, with “Dragnet” maintaining the lead 
at 8:30. “Climax” flickers for a half hour 
then Ernie Ford gets the ball back for 
NBC at 9:30. Ten p.m. looks like a three 
way split, with ABC’s strong drama hav- 
ing a chance to pull ahead. 

Friday: 

“Rin Tin Tin” is still 7:30 champ for 
ABC, with “Jim Bowie” holding the lead 
at 8 p.m.; “Riley”-“Zane Grey Theater,” 
even split at 8:30, and it’s anybody's 
guess at 9 to 10 p.m. 

“The Lineup” holds the 10 p.m. cham- 
pionship, with “Person to Person” acting 
normal. 

Saturday: 
“Perry Mason” has an edge over NBC 
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with a 7:30 to 8 head start on Como. If 
“Perry Mason” is strong in plot, it will 
hold over first half of Como. Then audi- 
ence shift will see Como ahead of “Dick 
and the Duchess.” Welk looks good for 9 
to 10 for ABC; then over to CBS for 
“Gunsmoke.” 

Networks will be selling marginal time 
to advertisers on a one time only com- 
mitment basis. They will make more 
money because of fewer discounts but 
their sales expenses will be greater. A 
trend to increase the number of one min- 
ute participations will arise because of 
the need to stimulate sales. 

~ * - 

In the main it will be a highly competi- 
tive season where any show with over 
a 20% rating will be hailed as a strong 
one since tough three-program competi- 
tion will be the rule rather than the ex- 
ception. = 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising an advertising 
training.) 


In a day when a great ‘My ads are 


running that typify the “fusion of 
numerous ad creators, he. a ad that 
knows what its job is, and o 

First, realize that savin, n asso- 


ciations in normal economic s usu- 
ally have two jobs of selling They 
have to sell people on deposiu.is savings 
with them, so they will have money to 


. lend. Then they have to sell people who 


want mortgages on coming to them for 
their mortgages. 

Talman has been doing a notable job 
both ways. 

I called a third source to find out 
about Talman’s growth. They started in 
1922. They have been metropolitan ad- 
vertisers consistently for perhaps ten 
years. Their ads seem intended to render 
service to the people who are logical 
Talman pospects. This is a theory of suc- 
cessful advertising I have always found 
useful—one all ad people should know, 
but few do. All good selling is serving. 


= In order to render service, Talman runs 
ads which many tyro ad creators (of little 
or of long experience) would condemn 
because of the amount of copy used. 

In these columns recently, the research 
director of a great metropolitan daily was 


quoted as saying: “Visual symbols alone 
permit us to reach other humans.” He has 
never heard of a Sears catalog, I guess. 
He has never read the Declaration of In- 
dependence, Francis Thomson’s “Hound 
of Heaven,” or “Madame Bovary.” He is 
unfamiliar with the New Testament, and 
Churchill’s superb address that rallied the 
British in their darkest hour. He is even 
unaware apparently that men have long 
made love with words. 

Talman, knowing the utter nonsense 
of such comments, used that newspaper’s 
columns this way, instead of as the re- 
search director would have it used. 

This ad comes close to being perfect 
(not in accord with any person’s prej- 
udices or lunches, but measured against 
rational standards). It selects its rightful 
audience out of the general audience of 
the newspaper. It talks to that audience 
engagingly, in no hurry, but wasting no 
words. It tells those people the things 
they are most likely anxious to know if 
the heading engaged them and started 
them reading. 


s It answers their unasked questions. 
It does a superb job of selling the insti- 
tution along with the merchandise (ser- 
vice) offered. This is too seldom done by 
great stores. One reason America’s de- 
partment stores are doing a ‘smaller per- 
centage of total volume today than they 
did five and ten years ago, is their failure 
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to render sufficient service in their ads 
and to sell the store along with the mer- 
chandise. 

This ad carries conviction. It is believ- 
able. There is enough illustration to some- 
what relieve the type. Subheads further 
lighten the copy block and enlighten the 
reader. The ad is forthright—no gimmicks. 

Without subterfuge, or ducking the is- 
sue, the copy says: “Home mortgage 
money costs more than it did a few 
years ago, but the rates are still reason- 
able by all historical standards.” 

The illustrations suggest what the copy 
does not (as a matter of policy, I sup- 
pose) say plainly that an open-end 
mortgage may perhaps be used to buy an 
automobile, or appliances, or other ap- 
purtenances of a home. (Too bad they 
didn’t show a piano.) 

The copy finally reminds the reader of 
the other half of the Talman business— 
handling savings. 

There is power in the copy, and start- 
ling news for many people who are pay- 
ing high loan rates. Yet, the copy is con- 
versational, down-to-earth, and matter of 
fact. 


= It is true that some items and services 
can be sold with much less copy than 
this. But a great many items and services 
require a good deal of copy. 

So long as some advertisers are smart 
enough to go about their businesses 
quietly and confidently rendering people 
the great service that can be rendered in 
publication advertising, refusing to sell 
the newspaper short as the Pied Pipers 
of advertising’s “new look” would have 
them do, the newspapers will continue 
to thrive as advertising media. And so 
will those advertisers. When advertisers 
generally begin to use the techniques of 
the outdoor posters in newspapers, as 
the Pied Pipers would have them do 


Employe Communications... 


(and which, fortunately, most advertisers 
never will) you can watch the news- 
paper’s power and popularity as an ad- 
vertising medium decline together with 
its revenue. 


P.S. Knowing money is tight and high 
priced, I decided to follow the ad’s sug- 
gestion. Copy says: “Talman today has 
money to lend on homes, as usual, and 
Talman today is making home loans up 
to the normal 80% of our appraised 
value of the property offered as security, 
whether it is a newly-constructed home, 
one proposed to be built, or one presently 
in use ... Talman is always ready to in- 
spect a home for the owner or a pro- 
spective purchaser, and quote loan 
amounts and terms on it, without charge 
or obligation, on request in person or by 
telephone. Just ask for a loan officer.” 

I phoned Talman, got a loan officer, 
gave my name, told him I had two resi- 
dences in Park Ridge, unencumbered, 
and would like to have them appraised 
for possible mortgages. The loan officer 
said Park Ridge was too far away, and 
besides they weren’t interested in mort- 
gaging homes “presently in use,” only 
new ones, unless perhaps an occasional 
one very near their offices. He admitted 
the ad was misleading. Park Ridge ad- 
joins Chicago on the northwest corner. 
Ads in the Chicago Tribune cover Chi- 
cagoland. Wouldn’t honest advertising 
(1) limit its offer somehow—when the 
offer covers an insignificant area of the 
newspaper coverage? And (2) not men- 
tion homes “in use” since they are ex- 
cluded? 

I still call the above, considered inde- 
pendently, a superbly good ad. I wish I 
could say the policy and forthrightness of 
the people who ran it, are consistent 
with the ad. # 


Shortsighted Concern Caught Flatfooted 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

There is a story currently going the 
rounds of industrial relations circles about 
a company which is clearly entitled to be 
credited with the major public relations 
bobble of 1957. Granted a few months 
remain, but this concern has so magnifi- 
cent a grip on the label] that it doesn’t 
seem possible that another organization 
can perfect such a classic boner in so 
short a time. 

This concern, charitably identified here 
as Company X, has been laying careful 
plans for at least three years to abandon 
the city for the suburbs. It has been an 
urban fixture for decades, but it became 
apparent that out in the areas where el- 
bow room exists, more efficiency could 
penetrate shop and office. Labor prob- 
lems would be eased. Travel would be 
simpler. Taxes would be lower. Prospects, 
along with the faces of the board of di- 
rectors, were radiant. 


s Midway in the period of arrangements, 
the industrial relations manager suggested 
that something might be done to brief the 
help on the change. The clerical people, 
particularly, invited to uproot themselves 
from their urban dwellings, might like 
a little fill-in on what this geographical 
maneuver meant to them. It was con- 
ceivable, the ir. man pointed out, that 
the folks might like to make a few plans. 

He was told that the revelations would 
be made in due course. Meanwhile the 
grapevine became active, notably around 
the offices. Secretaries with solid experi- 


ence and years of service began to ask 
whether they would be included in the 
transfer, and on what basis. Young peo- 
ple speculated about life in the country, 
and several came promptly to the con- 
clusion that they wanted no part of it. 
While the officials of the company pored 
over the blueprints and the engineers 
finalized plans, the run-of-the-mill help 
decided that—when the shift was made— 
they would be among the missing. 


® To capsule it, the company went prac- 
tically to the starting post without com- 
municating any essenial details about the 
move to office employes. Supervisors, 
asked for a little background, were at a 
loss for answers to employes’ sound ques- 
tions. As the blackout continued, raiding 
by other concerns started. Company Y 
had a tip that several good secretaries 
were about to float; Company Z needed 
a few good accountants and suddenly 
found out where to locate them. 

Moving day was a sorry day, because 
nearly 40% of the office force had aban- 
doned ship. The company, now in its glit- 
tering surroundings, finds that secretaries 
in the little community in which it is 
now located are almost non-existent. The 
company is now running help wanted ads 
in the metropolitan dailies, enunciating 
the delights of living in Hickville. 

The moral is too clear to need telling. 
The man, of course, who enjoys most the 
appalling dilemma of his employer is the 
industrial relations manager, who called 
the shots for those too busy to listen. 
He would enjoy himself more except that 
he’s too busy himself rounding up people 
to sit at those vacant typewriters. # 


DRAWTHINKS 


COPYIWRITER'S Art Course 


Copywriter’s guide to visualizing the product 


A review of 3 simple steps to familiarity with visual aspects 
of products you write about...for greater ease of communica- 


tion in roughs or discussions with art department personnel. 


PRACTICAL. 
DOODLES 


The copywriter’s ABCs, the triangle, the square and the circle, can 
be used as a basis for simplifying many objects. Practice these shapes 
and their variations, A. See if you have a better grasp of proportions 
and relationships in everyday items, B. 


& your visual ABCS :-ADO 


Now, apply these simple shapes to your own products, trying to forget 
the details. Practice, concentrating on personal interest objects, your 
goal being clear: easy-to-read roughs, and a broader base for experi- 
mental visual ad ideas. 


Even a combination pickle-picker-crop-duster can be 
reduced to simple elements for easier visualization 


Bottles, boxes, autos are easier, using copywriter’s ABCs 


5 as. 72 ° 
Botut 
ee 


, o> geee as biiatiad 
VE SUL CAN SEE WHAT Yo 
! MEAN BECAUSE TCAN. 
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Whenever possible, let your art department or art source assist you 
in arriving at simple shape combinations for products on your mutual 
accounts. 


Next Lesson: “Copy Changes and Art Changes” 


Coming: “How to Look at Faces” 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


Convertible, or the Color? Dog's Taste 
Cinched the Deal in This Car Sale 


To the Editor: We have got to 
carry this motivational research 
further. 

Like everyone else in the field, 
I am very much concerned with 
the facts behind buying habits. 
But I have just had a staggering 
experience. 

My 17-year-old son _ recently 
traded in a 1947 Plymouth on a 
1952 Chevrolet convertible. (He’s| 
earning his own money.) The new 
ear is six-cylinder, a type of motor 
he hates. It is not the brand he 
wanted and it also is the wrong | 
year. 

Aha! What strange subconscious | 
motivations went to work on the| 
strong mind of a teen-ager? Why 
did he give up the preferences he 
held so dear? 

Just let me lie down on the) 
couch a moment and I'll try to list 
the facts. 

On the day the money changed 
hands he was not even thinking | 
about buying a car. But ther® is a) 
mechanic he likes at one of the 
agencies. 

Our Collie, Wolf, was with him) 
when he parked his car at the! 
agency, next to the used car lot. 
Just as he started in to see the 
mechanic, the dog jumped out of | 
the car and into the front seat of a| 
shiny-red 1952 Chevrolet convert- 
ible. According to the way the boy | 
tells it, as he was trying to lift the} 
dog out of the Chevy, out from the 
agency—with the speed of light— 


The Only 
FULL-TIME | 
50,000 Watt 

Station in 

Dallas -Ft. Worth 


ASK A BRANHAM MAN | 


| 


pops a salesman with two license 
plates in his hand. “Drive it 
around,” he says. 

By nightfall a deal has been 
made. 

The Collie still likes the con- 
vertible very much and we con- 
tinue to have trouble getting him 
out of it. 

It.seems perfectly obvious that 
if dogs are doing this type of thing 
all over the country, maybe I could 
make a buck by opening up the 
McKnight Canine Motivational 
Research Institute. 


Why did he jump into a red car? | 
Why a convertible? Is he partial | 


to General Motors products? Just 
let me lie here a little longer and 
I may be able to figure this thing 
out. 
Clint McKnight, 
McKnight Services, Paines- 
ville, O. 
oe _ 2 

Similarity of Pool Scenes 
Catches Readers’ Attention 

To the Editor: Would The Cre- 
ative Man had more namesakes! 

The enclosed ads appeared 


Vinon out — the 7-Up is tine’ 


bet et fresh, 
clean taste! 


Nothing does it like Seven-Up! 


the same issue of Life Aug. 12, 


little bell (as it evidently did with 


in 


| both art directors), causing me to 
| flip pages backward, wondering: 
|Has someone’s media schedule 
gone askew? Two ads by the same 
| advertiser in the same issue? 

| Nope—just duplicate originality. 
Same hat, same pool, same guy’s 
hand, same composition. Even the 


gals look alike. 

| Fascinating stuff, this variation 
| (mot much!) on a theme. Since 
about $75,000 worth of space is in- 
volved, a few bucks might have 
been saved if the art staffs had 
| squared away on those black and 
aqua swim suits and caps, picking 
a color equally beery and soda- 
poppy. Then, one photo plus some 
inexpensive superimposition might 
have done both jobs. 

After all, a penny saved... This 
might be co-op advertising on its 
highest level to date. 

Or, if you’re interested in pre- 


}| venting these contributions to con- 


sumer confusion, it might be worth 
investigating the possibility of po- 
licing such duplications by the 
publication. Life maintains a fair- 
sized staff to avoid single-issue 
duplication of editorial and adver- 
tising matter. They might have the 
additional responsibility of bring- 
ing identical-twin brain children to 
| admen’s attention. 

| I loved the “Medicine Avenue” 
| caption in the “Gladys” panel. This 


| fortunately half-a-book apart. The] parallelling of ads suggests anoth- 
|eye-catching bathing cap rang a/er name: Made-the-same Avenue. 


Seriously, I hope the AEs and 


5-day FREE trial 


Leading advertisers endorse 


“Along with most everyone 


Salesense in Advertising 


381 of Jim Woolf's articles now 
available in one big book 


Advertising and sales executives of many of America’s most 
successful advertisers are enthusiastic readers of James D. 
Woolf's “Salesense,” among them such firms as Dupont, Gen- 
eral Mills, General Electric, Parker Pen, Ford, General Motors, 
Cream of Wheat Corp., Kellogg's, Aetna Life, Heinz, and hun- 
dreds of other leaders. Typical is this statement by D. H. 
Grigsby, Director of Advertising, Zenith Radio Corp., Chicago: 


else in this business, I have en- 


joyed your ‘Salesense’ articles. What is more important, I have 
benefited from them.” Now—in response to a flood of demand— 


the Woolf articles, 381 of them, are bound in a handsome cloth- 


bound book. Use coupon to 


ADVERTISING AGE 
200 E. Illinois St., Chicago, Illinois 


send for your trial copy. 


Okay, I want to examine the book. Please send it to me 


Send no money now. Mail the cou- at once. If I like it, I'll send you my check for $5.95. If I 
Ss. 


' 
| ! 
| | 

pon, simply indicating your willing- | don't, I'll return it to you after 5 day: 

ness to examine the book for 5 days Nome | 

—at our risk. Then, if you like the | Company ; 

book, send us your check for $5.95. te, 

’ lot! | 
You can't lose—you may win a lo’ — oe ro 


| ADs on the Budweiser and Seven- 

| Up accounts have the good sense 

to take it out on a dozen martinis. 
Robert Wechsler, 

Advertising & Promotion Di- 

rector, Medical Film Guild, 

New York. 

. 

To the Editor: I suppose I’m far 
from the first to call attention to 
the coincident of advertising—gals 
and drinks—as found in Life, Aug. 
12 issue. 

Personally I feel “cooler” from 
the Seven-Up ad. Somehow I can’t 


enough yet. 
Norma A. Kirkendall, 
Specialty Editor, Columbus 
Blank Book Co., Columbus, O. 
+ 7 
Agrees on Benefits of 
Ad Book Learning 


To the Editor: I agree with pro- 
vocative James D. Woolf—‘“It’s a 
Good Idea to Cash in on the Ex- 
perience of Others,” ADVERTISING 
AcE, Aug. 12. 
| Like Jim—who helps me in 
|}many ways—lI, too, am for book 
learning. 

Why not tap into the talent of 
advertising’s top people? Why not 
borrow their brains? Why not 
mine the nuggets from that “gold 
mine between their ears?” Why 
not gain and grow from their ex- 
periences? 

In my writing, teaching, adver- 
tising, and public relations work, 
I find the biggest men in the cre- 
ative fields—men with the biggest 
minds—always give generously of 
themselves and their ideas. 

I well remember the solid coun- 
sel Jim Woolf gave me while I was 
building my mail order business. 
How he encouraged me to teach 
“Selling by Mail,” and other sub- 
jects, at Chicago YMCAs, and at 
Northwestern University. 

Jim is right when he writes: 
“No thinker-upper of ideas can 
make bricks of straw ...The more 
abundant our storehouse of mate- 
rials, the more prolific will be our 
production of ideas...” 

Thank you, Jim, and thanks to 
the other able ADVERTISING AGE 
staffers for giving so much of 
yourselves to lift the standards of 
advertising ...and to broaden our 
horizons...and to pass along the 
knowledge so needed in our im- 
portant and growing industry. 

Paul Pinson’s excellent “Draw- 
thinks” are a great help to me. 
Thanks, Paul. 

Whitt N. Schultz, 

Public Relations Department, 

Illinios Bell Telephone Co., 

Chicago. 


s 


o * 7 
Out with the Creative Man, 
Irate Reader ‘Suggests’ 

To the Editor: It seems to me 
that the most’ inappropriately 
named column in your publication 
is the one titled Creative Man’s 
Corner. It is not creative. In fact, 
it grossly misrepresents creative 
people. It insults them by sug- 
gesting that they are, as a group, 
embittered, vitriolic and perpet- 
ually faultfinding. 

One thing this business can do 


feature drinking beer (from a glass | 
no less) in a swimming pool, or} 
maybe I’m just not soft-isticated | 


| without is another self-styled ex- 
pert heaping destructive criticism 
on other people’s work. For the 
most part, the fault this column 
chronically finds is either mis- 
guided or just plain childish. The 
July 22 column is a good example. 
It selects four mattress advertise- 
ments which it criticizes because 
they tell how the user can get a 
better night’s sleep. Now I ask 
you, what else should a mattress 
|advertisement say? Then it criti- 


| cizes two advertisements on thin 


lair conditioners for saying they 
are thin. 

If the person who writes this 
column also writes copy, he is 
clearly ungifted and I shudder to 
think how his own work might 
survive any such scrutiny. If he 
does not, then what license does 
he have to publicly ridicule the 
work of people who do? 

I seriously doubt that this col- 
umn makes any worth while con- 
tribution to our profession. Even 
today’s most highly regarded re- 
search methods are cautious 
about stating what is and what 
isn’t good advertising—as un- 
equivocally as this column does. 
Certainly no anonymous critic on 
your staff is endowed with extra- 
sensory powers in this direction. 

You would be doing us a serv- 


ice, I suggest, if you quietly 
dropped the thing from your 
pages. 
Thomas E. Flynn, 
Haddonfield, N. J. 
. - e 
Bombay Agency Wants 


Name Among India’s Leaders 

To the Editor: Your issue of 
June 10 carries an article about 
advertising in India. I may be per- 
mitted to say, however, that here 
again Mr. Dunaway has shown his 
ignorance or has been misled by 
somebody about the existence of 
National Advertising Service, 
which has been the pioneer in the 
field of advertising for the last 26 
years. 

The advertising fraternity has 
recognised its services to the pro- 
fession by electing its managing 
director, Jagan Nath Jaini, as the 
president of the Advertising Agen- 
cies Assn. of India on several oc- 
casions and also as the chairman 
of the board of directors of the 
Audit Bureau of Circulations of 
India. 

The government of India, which 
has been anxious to form an Ad- 
vertising Council, was pleased to 
nominate him as the chairman of 
the committee formed to prepare a 
code of ethics for advertising in 
India. This was undoubtedly a 
great appreciation of the services 
rendered by National Advertising 
Service, to the advertising busi- 
ness in India. 

No government or any associa- 
tion will thus honor a person who 
is not well high above the average 
and has a good volume of business 
at his backing. We have a lot of 
of this and are proud of our con- 
nections with National Export Ad- 
vertising Service, Robert Otto & 
Co., Morse International, Young & 
Rubicam for the last many years 
and Batten, Barton, Durstine & 
| Osborn from the beginning of this 


fasteners, 


production.” 
“He’s an important buying 


“| SELL SCREWS TO THE OEM” 


FERRY CAP & SET SCREW CO. 


“In selling standard and custom-made 


OEM requirements.” 


“The modern Purchasing Agent is receptive to ideas 
that improve product quality, lower costs, and speed 


news that will help him buy wisely. That's why I'm glad 
we advertise in PURCHASING NEWS.” 


says 
Henry Rubner 


I have to anticipate many 


influence, and is eager for 
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) Advertising Age, September 2, 1957 


; year. a most unusual letter that my son 
Among our clients, we arejrecently received from Josten’s,| 
proud to mention a few names! Treasure-Craft Jewelry & Station- 
which are known all over the | ery, Owatonna, Minn., and signed 
world such as Boeing Airplane | by L. R. Humes, sales relations 
Co., Borden Co., Esterbrook Pen} manager. The letter to my son read 
Co., Estrela Batteries (India),| as follows: 
Government of India, Hindusthan | “Congratulations to you—a win- 
Antibiotics Private Ltd. (India),| ner of an Honorary Scholarship— 
Lambert Pharmaceutical Co., Dr.|as determined by the Scholarship | 
West’s Tooth Brush, Morarjee| Board of the National Honor So- 
Goculdas Spg. & Wvg. Co. Ltd. (In-| ciety. | 
dia), Miles Laboratories, Quaker| “To achieve this distinction you | 
Oats Co., Sunderdas & Co. (Bom-| placed high in the scholarship! 
bay), Swiss Air Transport Co. Ltd.,| qualifying test, the general apti- 
Timken Roller Bearing Co. (New|tude test and, of course, have 
York), Vick Chemical Co., and! maintained a fine scholastic rec- 
Warner Lambert International Inc.| ord. | 
You can well appreciate that the “Through the years we have 
National with so many good ac-| been deeply interested in the re- 
counts, national and international,| markably fine work done by the 
could hardly be left out of an ar-| National Honor Society. 
ticle about advertising in India | “May we add to this congratula- | 
and I fail to understand why Mr. | tory note—strong best wishes for | 


Dunaway was silent about our ac-| your continued success and happi- | 
tivities. ness.” 


\in its full and sincere extent? 


tion and when it does arrive you. Kennatrack Names Agency 
can be sure it will be noted with; Kennatrack Corp., Elkhart, ind.,| 
interest and not jus! cast into the|a division of Ekco Products Co., has 


| wastebasket. Why can’t other com-| named Fulton, Morrissey Co., Chi- 


panies really use public relations| cago, to handle its advertising and 
merchandising program. Kenna- 
| track makes sliding door hardware 
|and was acquired by Ekco in 1956. 


A. C. MeCrea, 
National Trade Mark Manag- 
er, The Reuben !i. Donnelley 
Corp., Philadelphia. 


is the previous agency. 


Ash Advertising Agency, samain. 


SiMPSON-REILLY, LTD. 
ublishers Representatives 
ee.) 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


EVEN IN YUGOSLAV IT’S: “Sell the POST 


Prodavaite “UPLIVNU POSTU” = 
golemu pijacu ogromnog upliva. 


I may inform you that I am a 
member of the International Ad- 
vertising Assn. of New York and) 
several of its members have! 
drawn my attention to the omis- 
sion of our name from this article 
by Mr. Dunaway and I hope, 
therefore, that you will be pleased | 
to publish this letter to remove any | 
doubts that may have been cre-| 
ated in their minds about Na- 
tional. 

Jagan Nath Jaini, 

Managing Director, National 

Advertising Service Private 

Ltd., Bombay. 

Mr. Dunaway quoted “a con- 
sensus of estimates from well- 
placed sources” on the relative size 
of the largest agencies in India. He 
listed the eight largest, the small- 
est of which had billings estimated 
at $475,000. Mr. Jaini says his 
agency “cannot be ignored,” but 
presents no figures to prove that 
it belongs among the first eight | 
in billings. 


. . J 
‘Just Want to Go Fishing’ 

To the Editor: For your “Ad- 
vertising We Can Do Without” 
feature, may I submit the en- 
closed gem. 

I’m not sure the clever “WE'RE 
NoT” line at top would reproduce | 


i 
fishing on Aug. 151 


WE'VE HAD IT | 


—t truly great year with 
the truly great Give Us 


"5] PLYM $1799 ) 


D7 CHRYS *2965* 
"07 IMPER *4321 


We 
cr 


Ainwood MoToRs: 


Chrysler ~Ply mouth - Imperial 
5049 Bréedwoy (215 S1).10 9-6600 


well enough to do justice to this | 
classic, but I know your readers | 
will readily recognize this ingeni-| 
ous deception as something we can 
well do without. 
I. L. Wexler, 
Weck Process Co., New York. 


Praises a PR Approach 

To the Editor: We all receive 
all kinds of direct mail solicita- 
tions. Some start off with a flow- 
ery approach and end up with a) 
direct sales pitch. Of interest was 


This seems to merit special at- 
tention and it certainly did in our 
family. I presume this will be fol-| 


INFLUENTIAL —the mass market of active influence.” 


lowed up with some sales solicita- ' 


Left to right: Miss Mary Peters, of the IBM section in Hitchcock's Fulfillment 
Department, and Herb Sterling, Department Manager, explain the details of the 
Hitchcock circulation operation to Ken Welles, well-known in national industrial 
advertising circles and an executive officer of Besly-W elles Corporation, 


THE MAN FROM HITCHCOCK 


Ken Welles, of Besly-Welles Corporation, a lead- 
ing supplier to the metalworking industry and a 
regular advertiser in Hitchcock metalworking pub- 
lications, recently supplemented Besly-Welles’ ad- 
vertising schedule with a direct-mail program. 
Through the use of Hitehcock’s modern, accurate 
IBM and Scriptomatic Addressing systems, Ken 
was able to scientifically select those companies to 
whom he wished to mail: by S.LC. classification 
and geographic selection, as well as, individuals 
by name and title. 

Hitchcock publications and services—to supple- 
ment and “merchandise” their advertising—pro- 
vide suppliers of the metalworking, woodworking 


METALWORKING WOODWORKING 


TRANSPORTATION 


and public passenger transportation industries with 
a direct line of communication that is natural to 
their customers and prospects and efficiently pro- 
ductive for the advertiser. Hitchcock, with their 
S.LC. system and B.P.A. audited, verified circula- 
tion, is always ready to direct your message to your 
select buying and specifying influences with pin- 
point accuracy. 

THE MAN FROM HITCHCOCK, whether he is a 
space representative, an editor or a circulation staff 
member, is always at your call . . . eager to help 
you. Call or write for friendly, competent informa- 
tion or assistance, 


hitchcock 


PUBLISHING COMPANY 


Machine & Tool Blue Book Hitchcock's Wood Working Mass Transportation WHEATON - ILLINOIS 
Machine & Tool Directory Digest Mass Transportation's 
Grinding and Finishing Hitchcock's Wood Working Directory SINCE 1898 
Carbide Engineering Directory School Bus Trends 


THE PIONEER 


OF CONTROLLED CIRCULATION 
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‘ P 
Heets Sts ee! aor F Chilton Spells Out 


Hertz Corp.’s operating revenues Ad Rates, Plans for 
for the first six months of 1957|,,, wa - 
were $37,360,008, an increase of| Aircraft & Missiles 
35% over revenues of $27,702,269 
for the first half of 1956. Consoli- 
dated net income for the half was 


PHILADELPHIA, Aug. 27—Chilton 
Co., last week explained in detail 
‘ "| the background behind the launch- 
$2,257,524, 10% higher than net in-| ing of its 16th publication, Aircraft 
come of $2,045,881 in the first half & Missiles Manufacturing, next 
of 56. These are the highest rev- January (AA, Aug. 19). 
enues and earnings in the corpora- 
tion’s history, Walter L. Jacobs, 
president, reported. 

The company is presently ad 
volved in transactions to establish 
company-owned operations in 
Florida, Texas and Hawaii. A 
merger has been effected with) 
Rent-A-Car Service of Florida Inc. | 
Hertz has also acquired the oper-| 
ating assets of the former Hertz| @ 
System licensee in Houston, includ- 
ing facilities at the Houston air- 
port. It is acquiring the assets of 
Hawaiian Car Rental Co., the Hertz 
System licensee in Honolulu. 


At a press conference, John C. 
hemartans Jr., publisher of the new 


John C. Hildreth Jr. 


| magazine and also of Automotive 
Industries, also revealed that cir- 
culation guaranteed base rate 
(controlled) will be over 15,000 
and that rates are as follows: 
Full page, b&w, for one inser- 
| tion is $550 and for 12 times $490; 
two-thirds page from $396 to $353; 
% page from $302 to $270; one- 
third page from $220 to $196, and 
% page from $165 to $147. Eighth, 
| 16th and classified ads also are 
| being made available, but not is- 
| land half pages. 
| The new publication will be 
printed with the standard 7”x10” 
type page size and 8%"x11%” trim 
page size. It will be issued the 
| first of the month. 
| 
|# Chilton has scheduled a heavy 
| promotion and sales campaign for 
the last four months of this year 
| to tell the story of Aircraft & Mis- 
siles Manufacturing to ad agency 
| and potential advertisers. 

Mr. Hildreth disclosed that the 
new magazine will have its own 
complete sales staff, with offices 
already established here, in Cleve- 
land and Chicago. Chilton’s West 
Coast offices will handle ad sales 
there. Presentations for ad agen- 
}cies are being prepared. Mr. Hil- 
|dreth and John F. Pfeffer, assist- 
ant to the publisher, are directing 
sales. 

At the press conference, G. Car- 
ol Buzby, president, said “this 
{new publication] won’t mark the 
end of our expansion, by any 
| means.” 

He said there was nothing spe- 
cific he could report but that the 
company is continually studying 
possible new publications. He said 
he has high hopes the company’s 
technical books division, which 
now has 90 titles, will become “a 
big thing.” 


DELIVERS 1000 HOMES 
BETWEEN 
7: :30 and 10:30 P.M. 


®s Establishment of the new pub- 
lication followed a survey con- 
ducted for Chilton by John T. Fos- 
dick Associates, of New York. The 
survey of the $9 billion aircraft 
and missile industry indicated that 
a magazine devoted exclusively to 
manufacturing is needed. A sim- 
ilar study made by the publish- 
er’s own six leading magazines in 
the metalworking field showed 
that in one year’s time 45 feature 
articles related to aviation pro- 
duction were scattered throughout 
178 issues of those publications. 

Aircraft & Missiles Manufac- 
turing will concentrate its editori- 
al interest on the manufacturing 
segment and is planned to deliver 
to advertisers a rigidly controlled, 
nationwide circulation among the 
men who buy or specify materi- 
als, production equipment and 
parts in this field. 

Named editor of the magazine 
is W. Thomas H. MacNew, for- 
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Food Chains 
*American Stores ..$ 


“Grand Union 32,687,565 
Kroger Co. ....... 124,738,203 
"National Tea ..... 50,769,069 
*Safeway ........ 167,269,497 
Group Total ... 
Mail Order 
‘Sears, Roebuck 
ED ~ neeenscass 6,519,471 
‘Montgomery Ward . 80,001,825 
Group Total ... 
Drug Chains 
ar} obeetuit ka 260,375 


5 
Group Total ....$ 5,260,375 $ 
Variety and Miscellaneous 


July Sales of Chain Stores 


62,459,465 $ 57,904,568 + 7.8 $ 263,593,060 $ 241,763,445 + 9.0 
28,996,647 +12.7 216, 

110,163,517 +13.0 1,003,101,058 896,364,052 
47,526,665 + 6.8 
154,674,297 + 8.1 1,284,639,236 1,203,773,949 + 6.7| partments. He has been merchan- 
-$ 437,923,799 $ 399,265,694 + 9.7 $3,061,505,301 $2,814,279,935 + 8.8 


308,537,642 276,029,590 411.7 1,783,570,877 1,686,225,706 + 
6,199,102 + 5.2 + 

72,539,631 +10.3 _ 
.$ 395,058,938 $ 354,768,323 411.4 $2,305,848,862 $2,213,447,406 + 
+ 

+ 


4,814,388 + 9.3 
4,814,388 + 9.3 $ 
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True Temper Boosts Gutz; 
Expands Sales Department 
Raymond T. Gutz has been elect- 
ed vp of merchandising for all 
divisions of True Temper Corp., 
Cleveland, manufacturer of hand 
tools, in an expansion of the com- 
pany’s sales and merchandising de- 


% Gain 7 Months % Gain 
or Loss 1957 1956 or Loss 


167,457,190 145,216,806 +15.3 


+ 
e 
ad 
Oo 


342,714,757 327,161,683 + 4.8 | 
dising manager of the company 
since 1949. Sheldon R. Harper has 
been appointed advertising man- 
ager. He joined the company in 
1953 as assistant to Mr. Gutz. 
Among those receiving broader 
duties under the new set-up are 
Robert R. Raymond, vp and gen- 
eral sales manager; Harold A. 


56,239,652 
466,038,333 


59,726,379 
467,495,321 


36,670,336 
36,670,336 $ 


33,845,554 
33,845,554 


Stevens, sales manager, hardware 
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|*Bond Stores ...... 4,922,416 4,930,389 a 89,551,433 87,127,202 ; 2.8 | division, and Christian A. Lange, 
Butler Bros. ...... 11,124,865 11,381,023 — 2.3 69,375,796 66,311,690 + 4.6|in charge of special merchandising 
‘Diana Stores Corp 2,710,022 2,514,394 + 7.8 36,521,335 33,021,996 +10.6 | projects. 
Etison Bros. eae 6,833,102 6,268,650 + 9.0 54,268,594 48,858,449 411.1 
ishman, MH. .... ‘1,362,502 1,314,347 + 3.7 7,696,818 7,509,555 + 2.5 
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‘Sterchi Bros. Stores 1,447,587 1,543,024 — 6.2 7,692,524 7,718,218 — 0.3 
Western Auto 21,466,000 20,525,000 + 4.6 124,836,000 118,331,000 + 5.5 
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Group Total ...$ 381,589,796 $ 356,739,179 + 7.0 $2,666.482,470 $2,563,351,130 + 4.0 
Combined Total .$1,219,832,908 $1,115,587,584 + 9.3 $8,070,506,969 $7,624,924,025 + 5.8 
“Four weeks and 17 weeks. *Four week period ending July 13. ©Four weeks and 32 weeks. “Four 


month period. 


weeks and 21 weeks. ‘Six month period. ‘Four weeks and 30 weeks. “Twelve month period. ‘Five 


merly eastern editor of three other 
Chilton books. He studied mechan- 
ical engineering and joined Auto- 
motive Industries in 1949. S. Peter 
Kaprielyan was named technical 
editor, John P. Kushnerick ap- 
pointed materials editor and Rob- 
ert M. McFarland appointed pro- 
duction editor. 

The company’s heavy fall pro- 
motion for the new magazine will 
consist of space advertising in the 
ad trade and in business publica- 
tions, plus direct mail and pub- 
licity. Gray & Rogers is the agency. 


«s Mr. Buzby pointed out that 
Chilton’s recent expansion had 
come from purchases of existing 
publishing properties and _ that 
Aircraft & Missiles Manufactur- 
ing represented its first start- 
from-scratch effort in years. 

Recent acquisitions by Chilton 
are Electronics Industries, Gas and 
Butane-Propane News, all ac- 
quired last year. Before these three 
books came into the Chilton stable, 
the youngest business paper in the 
shop was The Spectator, which 
dates to 1929. 

Eight of the 16 Chilton publica- 
tions date to 1911 when Chilton 
acquired them before merging with 
United Publishers Corp. in 1923. 
These eight are Iron Age, Hard- 
ware Age, Boot & Shoe Recorder, 
Department Store Economist, Au- 
tomotive Industries, Commercial 
Car Journal, Distribution Age and 
Motor Age. 

Other Chilton books with not- 


| ment Store Economist, which dates 


Boot & Shoe Recorder, which just 
celebrated its 75th birthday and 
Iron Age and Hardware Age, both 
of which date to 1855. 

Times change in business paper 
publishing as in other fields, Mr. 
Buzby commented. He recalls that 
Dry Goods Economist was once a 
more profitable publication than 
Iron Age. But he says that while 
times change, the need of business 
readers for business papers do not 
—that they act as a continuing 
postgraduate educational force and 
that they are not therefore so sub- 
ject to whims and fads as other 
publications. + 


able staying power are: Depart- | 


ito 1846 as Dry Goods Economist; | 


Wisconsin Ad Managers to 
Hold Annual Meet Sept. 13-14 


agers Assn, will bold its annual fal C ONSOLIDATED 


conference Sept. 13 and 14 in the 


Hotel Mead, Wisconsin Rapids. WORKS CONFIDENTIALLY for 
Three advertising awards will be individuals, groups, firms who 
made for outstanding national and need facts published in the daily 


regional ad campaigns in Wisconsin 
newspapers. 


press. We “spot” them in 
practically all daily and over 
6000 weekly English language 
newspapers-—an invaluable 


‘Diesel Progress’ Opens service that costs little. 


New Milwaukee Office 

Diesel Progress, Los Angeles, has 
opened a western headquarters of- 
fice at 2040 W. Wisconsin Ave., 
Milwaukee. Bruce W. Wadman, 
managing editor, will head the new 
office. 


CONSOLIDATED !',; bunts 


431 soum DEARBORN STREET, DEPT. 1 


~ CHICAGO §, ILLINOIS 
170 FIFTH AVENUE, NEW YORK 10. W, Y. 


National 
Headquarters 


* photoengravings for letterpress 


* positives for gravure 


* one simplified service operation 


¥ 


CoLLins, ae HuTcHINGs, INC. 


333 WEST LAKE STREET AT WACKER DRIVE - 


CHICAGO 6 ILLINOIS 
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Daytime TV — 
Attracts More 
New Sponsors 


(Continued from Page 1) 


Sept. 25 through Grant Advertis- 
ing. 


® Lanolin Plus ordered 13 alter- 
nate week quarter-hour segments 
of “The Price Is Right,” seven 
alternate week quarter-hour seg- 
ments of “Queen for a Day,” and 
six alternate week quarter-hour 
segments of “Bride and Groom,” 
beginning Sept. 18 through Kastor, 
Farrell, Chesley & Clifford. 
Pharmaco will sponsor alternate 
week quarter-hour segments of 
“It Could Be You,” and “Comedy 
Time,” over a 26-week period 
starting Oct. 7. Doherty, Clifford, 
Steers & Shenfield is the agency. 
Chesebrough-Pond’s goes from 
alternate week sponsorship of 
“The Price Is Right” and “It 
Could Be You” in October to 
every week sponsorship. The com- 
pany will also add participations 
on the “NBC Matinee Theater” 
and “Comedy Time.” J. Walter 
Thompson Co. is the agency. 


# At ABC, Wander Co. has been 
signed as alternate week sponsor 
of “Sir Lancelot,” a re-run of last 
season’s 
same name. With the addition of 
Wander, the 5-5:30 p.m., EDT, 
period is completely sold out from 
Monday to Saturday at ABC. 

Hartz Mountain Products, spon- 
sor of Paul Winchell in his night- 
time appearances last season on 
the same network has signed as 
backer of the ventriloquist’s new 
Sunday afternoon series. George 
H. Hartman Co. is the agency for 
the bird and pet product adver- 
tiser. 


s Gerber Products Co. begins 
sponsorship in September of 15- 
minute segments on three CBS 
daytime shows. Gerber will make 
the first national announcement 
of its new high meat dinner, a 
baby food product, on the shows. 
Schedule calls for one weekly seg- 
ment on the “Garry Moore Show,” 
an alternate week segment of 
“Captain Kangaroo” and a weekly 
segment on “Beat the Clock.” 

Other support for the new 
Gerber product includes: a spot 
radio campaign in 41 markets, 
calling for 10 to 18 announce- 
ments a week and lasting for six 
to 12 weeks; local newspaper ad- 
vertising in 108 markets, begin- 
ning with 1,000-line color ads and 
a heavy schedule in women’s 
magazines. D’Arcy Advertising 
Co. is the agency. + 


NBC Radio Notifies Affiliates 
of New Compensation Policy 

NBC Radio, New York, which 
is switching to a single rate pol- 
icy in October (AA, July 29), has 
notified its affiliates of its pro- 
posed new formula for station 
compensation. The revised setup 
calls for a shift from payment on 
an “equivalent hours” (paid hours 
of business, minus waived hours) 
basis to payment on a “compensa- 
tion unit” basis, with 20 one-min- 
ute participations as the basic 
unit. 

The new formula will pay the 
stations about the same amount 
they have been getting under the 
old. 


Hottman Names Coblentz 

O. R. (Bob) Coblentz has been 
appointed to the new position of 
manager of marketing of the Hoff- 
man radio division of Hoffman 
Electronics Corp., Los Angeles. Mr. 


regional manager for the televi- 


sion-radio division of Westing-|posing 53 questions. Copies are 


house Electric Corp. 


NBC-TV show of the! 


Nolo POR THE BRIGHT NEW RED S@ CAN! 


will be used by Honig-Cooper Co 


ee ee 


SIMPLY - 
WONDERFUL! : 


WHAT FLAVOR! WHat 


Sts a. great cup of office . youll enjoy it! 


SPLURGE—Big spaces in newspapers, plus a schedule of tv advertising, 


., San Francisco, in a promotion of 


a new S&W coffee to be introduced by S&W Fine Foods on the West 
Coast early in September. This two-color spread, with page units 
to follow, is slated for dailies in major western markets. 


Sullivan, Stauffer 
Picks Up $2,000,000 
Duffy-Mott Account 


(Continued from Page 1) 
shift—“we’ve hardly had time to 
shake hands.” 

He said that presently the com- 
|pany is continuing to use spot 
television and radio most heavily, 
but “there may be a change in me- 
dia emphasis. We'll be taking a 
‘let’s look attitude’ toward our pro- 
gram.” 

Duffy-Mott has been a heavy 
user of spot television for its apple 
products. In 1956 it spent $572,150 
on spot tv, all but $2,000 of which 
went into the advertising of the 
apple products. Y&R developed a 
much admired spot campaign for 
Mott’s apple juice on the theme 
“Finest apples from apple land, 
make Mott’s apple juice just 
grand.” 


® A breakdown of Duffy-Mott’s 
measured expenditures show it 
spent during 1956 $322,426 in news- 
papers, abcut equally divided be- 
tween its prune juice and baby 
food line, and $328,870 in maga- 
zines and Sunday supplements en- 
tirely for promotion of the prune 
juice line. 

While expenditures for Duffy- 
Mott were running about $1,500,000 
in 1956, the account is estimated 
to exceed $2,000,000 this year. 
ADVERTISING AGE reported SSC&B’s 
billing at $36,100,000 in 1956. # 


Boston Newspaper 
Strike Is Settled 


Boston, Aug. 30—The 21-day- 
old Boston newspaper strike ended 
last night and struck newspapers 
rushed to begin publishing again 
with afternoon editions today. 

More than 300 striking mailers 


conference. Some 4,700 other news- 
papers employes, who were idled 
when the mailers threw up picket 
lines, will go back to work today. 
Advertisers rushed ads for Sun- 
day editions. However, radio and 
television stations here reported 
that gains in advertising would be 
held as department stores, furni- 
ture stores and realtors have signed 
contracts for spots and programs. 
Newspapers that were closed by 
the strike were the Boston Globe, 
Herald-Traveler, Record-Ameri- 
can and the Sunday Advertiser. # 


Agency Issues Check List 
Gaynor Colman Prentis & Var- 

ley, New York, has prepared a 

check list for evaluating interna- 


tional marketing programs. The 
Coblentz previously was Pacific| four-page booklet covers various 


areas of sales and advertising, 


available on request. 


agreed to terms after an all-day | 


Postal Bill Dies 
as Congress Ends 


Operations for ‘57 


WASHINGTON, Aug. 29—The ad- 
ministration’s postal rate increase 
bill was left in the Senate post of- 
fice committee pigeonhole this 
week as members of Congress suc- 
cumbed to adjournment fever and 
rushed to wind up their eight- 
month long session. 

While the committee expects to 
revive the bill when it returns in 
January, the normal delays of the 
legislative process insure against 
changes in existing postal rates 
before mid-1958. 

The deadlock in the Senate post 
office committee was another bit- 
ter defeat for Postmaster General 
Arthur Summerfield. Despite his 
continuous pressure for rate in- 
creases to offset the Post Office 
Department’s huge deficits, the 
session leaves rates as they were 
before Mr. Summerfield took of- 
fice. 


® His bill, adding $536,000,000 to 
the department’s income had 
cleared the House post office com- 
mittee in May, only to be stalled 
in the rules committee for more 
than two months while southern 
congressmen sulked over the ad- 
ministration’s pressure for a civil 
rights bill. 

By the time the bill cleared the 
House in August, only a legisla- 
tive miracle could have resulted 
in its approval by the Senate this 
year. 

The Senate post office commit- 
tee gave Mr. Summerfield an im- 
mediate hearing, but it was not 
inclined to do any miracles for 
him. Hundreds of mailers notified 
| the committee they wanted to op- 
pose the bill, and Sen. Olin John- 
ston (D., S.C.), the committee 
chairman, made it clear he intend- 
ed to hear anyone who wanted to 
appear. 


® Hearings on the rate bill came 


Sen. Johnston interrupted a wit- 
ness to announce the committee 
could not possibly complete its 
studies this session. Three wit- 
nesses from the publishing indus- 
try had completed their statements 
when a quorum called summoned 
senators from the hearing room 
to the Senate chamber. 

With the Senate meeting early 
|to wind up its affairs, Sen. John- 
|ston observed there could not be 
time to hold hearings. When Sen. 
Frank Carlson (R., Kan.), 


to an abrupt end Tuesday when | 


the | 
ranking minority member of the 
committee concurred, Sen. Johns- 
ton adjourned the hearing with the ' staff of Matson Navigation Co. 


|observation that it might be pos- 
|sible to consider the postal prob- 
|\lem in November or December so 
ithat a bill would be ready when 


| Congress returns in January. 


(@ Mr. Summerfield wasn’t the 
only interested party jelted by the 
|sudden adjournment. With the 
Wednesday session cancelled, pub- 
lishers of paid circulation business 
magazines suddenly discovered 
they would not have an opportu- 
|nity in the foreseeable future to 
appear before the committee to 
record their opposition to legisla- 
tion giving second class handling 
to controlled circulation business 
magazines. 

The long-standing controversy 
over the postal privileges of con- 
trolled circulation business publi- 
cations had been partially aired 
before the committee last week 
when spokesmen for National 
Business Publications complained 
that controlled periodicals pay 
three times as high a rate as their 
competitors, but get inferior serv- 
ice. 

The plan to give second class 
| handling to controlled publications 
had been added as a rider to a 
minor posta! bill previously ap- 
proved by the Senate post office 
committee, but the hearing was 
called after publishers of paid cir- 
| culation periodicals complained 
|that the controlled publications 
|were using underhanded tactics to 
|gain preference. + 


ABP Will Issue 
Statement on 


Postal Question 


Abrupt Ending of Senate 
Group Hearings Forces 
ABP’s Special Statement 


New York, Aug. 29—Associat- 
ed Business Publications has been 
forced into the position of having 
to issue a special statement ex- 
pressing its views on postal rate 
legislation because of the calling 
off of hearings by the Senate post 
office committee Aug. 27 before 
ABP executives had a chance to 
testify, William K. Beard Sr., ABP 
president, said today. 

“ABP sought the privilege of 
appearing before the committee to 
present its views on postal rate 
legislation and proposed legisla- 
tion that could place controlled 
circulation publications in the sec- 
ond class category,” Mr. Beard 
said. “Appearance was scheduled 
for Aug. 28, but hearings were 
cancelled the previous day. 


s “ABP feels that its members 
and any others interested should 
be fully informed in the viewpoints 
that would have been presented 
had the association been afforded 
the opportunity to appear. 

“Therefore,” Mr. Beard said, 
“immediately after the adjourn- 
ment of the Congress ABP will 
submit such a report to the mem- 
bership and will make the report 
available simultaneously to the 
press.” 

A week ago officia!s of National 
Business Publications testified be- 
|fore the committee and stressed 
jthat “all they want is the same 
treatment that is available to com- 
petitors who qualify under exist- 
ing second class regulations” (AA, 
Aug. 26). 

Further hearings by the com- 
mittee have been suggested for 
November or December but no de- 
cision has been made on this. # 


| 

Frank Chesley to Matson 

| Frank Chesley, formerly associ- 
ate editor of Western Advertising, 
has joined the San Francisco pr 


Battle for TV 
of Fight Ends 


in Compromise 


But TNT Wins Decision 
Over TelePrompTer as 
Robinson, IBC Agree 


New York, Aug. 30—The 
championship fight between Su- 
gar Ray Robinson and Carmen 
Basilio may turn out to be quite 
an anti-climax. 

The actual fight will have to 
be something of a sizzler to outdo 
the battling that went on this 
week between the champion and 
the International Boxing Club and 
between the two closed-circuit 
companies before the question of 
assignment of theater rights was 
settled with a compromise. 

In one corner was Robinson, who 
wanted TelePrompTer to televise 
the Sept. 23 bout; in the other 
was the IBC, which had negotiat- 
ed a contract with Theater Net- 
work Television. 

The question was settled late 
yesterday when TNT announced 
that the fight would go on as 
scheduled with TNT handling the 
television under the following 
stipulations: 

1. Robinson has been guaran- 
teed $255,000. 

2. Basilio has been guaranteed 
$110,000. 

3. Some 500,000 theater seats in 
the U. S. and Canada have been 
guaranteed. 

4. TNT has agreed to license 
TelePrompTer to carry the fight in 
as many theaters as it can book in 
Orlando; Duluth, Minn.; Amarillo, 
Tex.; and Medford, Ore. 

The fight will get into the home 
on radio. Gillette will sponsor the 
broadcast on NBC, with rights cost- 
ing approximately $30,000. 


s Obviously this arrangement 
provides something of what all 
the combatants wanted, but in the 
struggle between the rival thea- 
ter network tv companies, TNT 
emerged as the big winner. 

Earlier this week Sugar Ray’s 
lawyer said the title holder origin- 
ally preferred home television and 
could have sold the home tv rights 
—and still could—to a network 
for $400,000. However, he said, Mr. 
Robinson later swung over in fav- 
or of theater ty when TelePromp- 
Ter made him a firm offer of a 
$250,000 guarantee. 

When the battle over the as- 
signment of rights first flared, Su- 
gar Ray claimed TNT had guar- 
anteed fewer theater. seats than 
had been offered by TelePrompTer. 

Coincidentally, TNT and Tele- 
PrompTer were staging a heated 
press release skirmish for ethical 
business practices in the closed- 
circuit television industry. # 


West End Buys ‘Cochise’ 
West End Brewing Co., Utica, 
N. Y., has purchased the National 
Telefilm Associates tv film series, 
“Sheriff of Cochise,” for showing 
in seven New York markets. The 
sponsorship, in behalf of Utica 
Club beer, is through Cohen & 
Aleshire. West End has also 
signed for NTA’s “Official Detec- 
tive” series for the Altoona, Pa., 
market. “Sheriff of Cochise” is an 
NTA-Desilu production. 


McGraw-Hill Boosts Two 
Stanley J. Alling, advertising 
sales manager of Product Engi- 
neering, a McGraw-Hill Publica- 
tion, New York, has been appoint- 
ed to the new position of associate 
publisher. Philip G. Weatherby 


will take over Mr. Alling’s former 
position. He was formerly New 
York district manager of the pub- 
lication. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 


date. Display classified takes card rate 
discounts, size and frequency apply. 


AVERAGE AID CIRCULATION FOR 


6 MONTHS ENDING JUNE 


HELP WANTED ! 


| POSITIONS WANTED | 


REPRESENTATIVES WANTED 


Here's Your Ad Mgr. 


| duction, art and copy; both 
industrial. Married, BA, $8,000. 
Box 9807 ADVERTISING AGE | 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE SECRETARY-ASSISTANT | 
| Fifteen years experience working with | 
some of Chicago's finest creative adver- | 
tising executives. 
Box 9838, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois | 
ADVERTISING SPECIALIST 
Advertising, marketing, sales promotion 
| Specialist in negro market. Personal ex- 
perience in top 70 markets, all media, 


$5.00. Cash with order. Figure all cap ee i 


of $17.75 per column inch, and card 


HELP WANTED 


30, 1957 


MAGAZINE PUBLISHER 
NEEDS CIRCULATION PROMOTION 
HELP 


If you are a young man with direct mail 
copy writing experience this position will 
interest you xcellent opportunity to 
advance as Assistant to Circulation Direc- 
tor. College degree and magazine experi 
ence desirable but not essential. Attrac- 
tive salary, profit sharing, pension, group 
insurance, and other fringe benefits. 
Send complete resume to: 
Box 9826, ADVERTISING AGE 


WANTED - SALES IDEAS ;}many contacts. Excellent background in 


Field Sales Manager of Spencer Chemical | sales, public relations. College grad., 
Company’s Plastics Division needs crea. | “ite, 35, free to travel or relocate. 
tive sales minded assistant with ability 9848, ADVERTISING AGE 


Box 
to convey good selling ideas effectively | 200 E. Mlinois St., Chicago 11, Illinois 
both orally and in written form. He ACCOUNT EXECUTIVE 
should also have a thorough knowledge OR 
ADVERTISING MANAGER 


of the ingredients of successful, industrial 
selling. Former ad manager for holding company 
|}seeks similar pesition. Must include: 


He would organize and participate in the 
following programs: Develop sales semi- planning and selling advertising and S.P. 
budgets and buttoning-up campaigns. 


SALES REPRESENTATIVES WANTED 


Strong versatile background in sales, pro-| to expand new consumer publication in 


radio - TV - hi-fi field. Exclusive terri- 


| tories plus top commission. Write stating 


experience to: 
Box 9842, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES AVAILABLE 
SOUTHERN REPRESENTATIVE ORGAN- 
IZATION IS INTERESTED IN REPRE 
SENTING ONE ADDITIONAL WELL 
ESTABLISHD PUBLICATION FOR THE 
SELLING OF ADVERTISING IN THE 
SOUTH. WRITE: 

BOX 9858, ADVERTISING AGE 
480 Lexiagton Ave., New York 17, N.Y. 


BUSINESS OPPORTUNITIES 


TET RURAL SUBURBIA IN SANDERS 
10 GENESEE VALLEY PUBLICATIONS 
Geneseo, N.Y¥.-Special comb. rate covers 
87,000 prosperous people in 4 counties. 


iF YOU KNOW AGRICULTURE... . 
.» » , have a farm background and solid 
advertising experience, here's a once-in- 
a-lifetime opportunity to assume respon- 
sibility and apply leadership on a major 


200 E. Illinois St., Chicago 11, Illinois 
If You're in ADVERTISING 
Your Job is MY BUSINESS in 
Call Miss Barnard at 
WA. 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rel. See me now!!! 
202 S. State St., Suite 1302-4 


PRODUCTION MAN 


contacting their accounts; prepare 
| sales bulletins interpreting technical data 
for the most advantageous use by our 
salesmen; assist in the organization and 
execution of an effective sales training 
program. 
Spencer sells plastics raw materials (pol- 
yethylene and nylon) to the plastics proc- 

Fed up wth L.I. commute? | essing industry. Aggressive expansion has 
Know printing, buying, traffic control. | increased sales to $45 million in the rel- 
Ready to grow with mid Long Island's | atively short eleven year history of the 
fastest growing, a ye somes f | company. 
plus profit share, plus work near home.|/1 i, desirable for applicants to have 
be os ee om ~ pg Ran men either some technical background or at 
}-- 0 vey Aang realy wen . least an aptitude for technical matters. 
“su Box 9830, ADVERTISING AGE ee Se See Seas 6S Spe 
480 Lexington Ave., New York 17, N. Y. y Gxpecresd. 

Field Sales Manager 

SUCCESSFUL new merchandising medi Plastics Division 
um-fully proven-needs top salesmen to Spencer Chemical Company 
call on food, drug manufacturers with 500 Dwight Building 
High Income side line. New York, Chi- Kansas City, Missouri 
cago, Boston, other major markets. Lib 
eral commission. Neo investment. Send 
full resume, 120 Delta, Buffale 26, N. Y. 

IF THIS SOUNDS LIKE YOU— 

GET YOUR LETTER OFF TODAY! 

Marketing Research is your meat and 


Wanted. West Coast publisher’s represen- 
tative organization opening offices both 
| cities Need full or part-time managers to 
handle top trade books with substantial 
billing in now 


lizing visual aids for use by our salesmen | 


New York and Chicage Branch Managers | 


nars about our products and selling strat- - 
egies for presentation to our field sales| Tis man also visualizes, writes and de- 


‘ P : farm equipment account with a prominent 
| organization; create sales approaches uti- 


4-A agency. Excellent salary, profit-shar- 
ing and retirement benefits pid prog- 
ress contingent only on you and your 
qualifications. Write in confidence (en- 
closing recent photo) to Box 733, ADVER- 
Fe AGE, 200 E. Illinois St., Chicago 


livers the “goods”. Twelve years split 
among consumer, industrial, farm equip- 
ment and retail fields. Three years direct 
sales in wood. Will start at once. Best 
references. Age 36. 

Box 9849, ADVERTISING AGE 
200 E. [llinois St., Chicago 11, Illinois 


PUBLIC RELATIONS 


Five years with major manufacturers as 
PR man and/or magazine editor. 18 
months as newspaper feature writer. One 
year sales-sales promotion. Seek oppor- 


Our 46th Year 
COPY CHIEF. Pkg. goods exper. $16-20M 
A.E., FOOD. Can be in 40's 15M 


tunity, will make my own security. Avail- MKT. RESEARCH MGR., —_ 
able for immediate interview. Married, 29. Div. Some sales exper. $10-12M 
Box 9850, ADVERTISING AGE PROD.-TRAFFIC MGR. 
200 E. Illinois St., Chicago 11, Illinois ata, to $10,500 
. MGR., consumer goods $9M 
WANTED: BABIES WITH POTENTIAL! ASST. ADV. MGR. Indust. adv 
Babying integrated national Point of Pur- exper. Early 30's, mature $7,500 


chase and Packaging Programs my spe- 
cialty. Have solid training in Sales Pro. 


GLADER CORPORATION 


motion; Graphic Arts; Design-(creation, Don Harris, Dir., Adv. Div. 
buying, interpretation and sales). Top 110 8. Dearborn CB-6-508 Chlsage 
ref. Am 29. Have growing family. Sal. 


| dep. on growth potential. 
Box 9851, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
| AVAILABLE OCTOBER ist 
| DESIGN DIRECTOR 
(graphic and packaging) 
CHICAGO AREA ONLY 
Box 9852, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CANDLELIGHT COPY SERVICE 


Retail, mail-order, agency ad copy . . . 
house organ copy . . greeting card 
verse, gags . . . personnel brochures .. . 
general-interest articles for calendars, 
pamphiets and magazines written on 
assignment. Fast, dependable service. 


potatoes. Box 9845, ADVERTISING AGE 

= nut any on 200 E. Illinois St., Chicago 11, Illinois 
ou’re young—but you ~ ADVERTISING & PUBLISHING 

you're going. Your past performance) For ALL TYPES OF PLACEMENTS 


proves that you're ready to move up— 
into a professional climate where Market- 
ing Research is a year-round challenge. 


GEORGE WILLIAMS - PLACEMENTS 
209 So. State St., Ha 7-1991 Chicago 
SECRETARY TO PRESIDENT 
Chicago Advertising Agency 
We need an executive secretary to direct 

staff of 8 girls and to be secretary 
president and executive vice president. 
Should be mature—preferably between 35 


You've had at least 2 years of experience 
in design and analysis of research proj- 
ects. You understand qualitative research. 


You want to work in Los Angeles—at a 
salary commensurate with your ability. | 
You'll find this a pleasant and stimulat- 
ing place to work and you get these 
benefits: 

Easy to reach Loop location 

35 hour week 

Modern air-conditioned office 

Free insurance - hospitalization 

IBM Executive typewriter 


You have an idea that this exciting op 
portunity is with one of the world’s 
largest advertising agencies. You're right. 
Write to: 
Box 9844, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, [linois 


MOLENE 


Editors . Public Relations | Please send summary of experience 
Copywriters .......... Advtg Managers Box 9846, ADVERTISING AGE 
Artists Media ......Production ......Service 200 E. Illinois St., Chicago 11, Illinois 


and 45 years of age: will pay top salary. | 


5309 W. 23rd Street, Cicero 50, III. 
TOwnhall 3-1035 


Young woman with accounting, manage- 
ment, and executive secretarial experi- 


ence desires challenging job in midtown 

New York area. Resume upon request. 
Box 9853, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 

| Creative Art Director with 4-A Agencies 


PUBLICATION EDITING 


15 yrs. Experienced on National accounts. 
|Handle production and direct photogra- 
| phy. On present job 11% yrs. Seek new 


House Organs, Etc. 


33 E. Congress Pkwy. 
» Chicago 5, Illinois 


CUMMINGS 


| deal. 

| Box 9854, ADVERTISING AGE 

| 200 E. Illinois St., Chicago 11, Illinois 

| ART DIRECTOR-ARTIST- 

| PRODUCTION MAN 

| Three top men in one 15 years exp. 


Advertising Age, September 2, 1957 


IMMEDIATE OPENINGS! 


ACCOUNT EXECUTIVE.........$18,000 
B/G in Beer and/or Food 


SR. COPYWRITER............ $18,000 
B/G in Automobiles or Related 

SR. COPYWRITER............ $18,000 
B/G in Beer, Food or Related 

SR. COPYWRITER............ $20,000 
Heavy B/G in Food-Packaged Goods 
ADVERTISING MGR........... $12,000 


B/G in Electrical-Electronic Products 
If Qualified, Contact In Confidence 
George E. Pyikas 


Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 


220 S. State » Chicago « WA 2-4800 


Syndicated panels by America’s favorite 
cartoonists. For ising, House Organs, 

Trade Publications. Somples-prices on request. 
CARTOONS-OF-THE-MONTH, ROSLYN 2, N.Y. 


The Midwest's 
outstanding placement 
service for Adv.-Art & 

allied fields. 

By appointment only 
59 E. MADISON - SUITE 1417 
CHICAGO 2, ILL. 
CEntral 6-5670 


CREATIVE INDUSTRIAL COPYWRITER 


|| Top flight industrial and technical 
copywriter now writing for well-satis- 
|| fied nationally-known accounts on 
part-time basis seeks additional con- 
tacts. Experienced house organ editor, 
|} TV and radio writer. Familiar with lay- 
out, production, printing processes. 


Box 734 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ilinois 


| Crisp modern layout, top finish art - 
| sound production. Seeks position in me- 
dium size city, age M4, salary $8,500 

Box 9855, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chgo. Su 7-2255 


“all is grist which comes to our mill” — 
Andover % 4424-105 W. Adams St., Chgo. 3 
ART DIRECTORS! ARTISTS! 


COPYWRITERS! 
Get yourselves listed with APA* A new, ADVERTISING ASSISTANT 
confidential Nation-wide service for ca- | Intelligent, creative ability, experience in | 


advertising—industrial or mail order pre- 
APA help you find the position you're | ferred—diversified duties include copy- 
looking for. No fee to pay! (Not a job/ writing, production, correspondence—old 
agency). For information, write in con-/| established manufacturer Evanston, sell- 
fidence: 'ing nationally—growth concern—replies 
*ADVERTISING PERSONNEL confidential—send resume with full de- 
OF AMERICA tails education, experience, salary ex- 
Box 7, Skillman, New Jersey pected. 
“WouwN< Box 9847, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


reer minded agency men and women! Let 


National consumer publication needs 
young salesman with few years good ex- | 
perience in selling advertising. Salary | 
and bonus. New York City location. Fine 
advancement possibilities. Call Fred Max- | 
ted, Jr., for appointment, LO 5-7580. N. =| 


BEST DEAL IN TOWN 
FOR ACCOUNT MAN 
with some billing 


Fast growing, financially sound 
agency has unusually attrac- 
tive offer for aggressive ac- 
count man or i-man agency 
operator who is presently 
stymied. 
Box 678 ADVERTSING AGE 
200 E. Illinois St., 
Chicago 11, Illinois 


A complete placement service 
of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 


for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


ACCOUNT 


EMPLOYERS! IS AGE A BARRIER? 
Married artist, 32, with 4 years schooling, 
| 8 years practical experience in layout and 
| illustration for industrial accounts, seeks 
| challenging art directorship in Cleveland 
| or Northeastern Ohio area. 


Box 9856, ADVERTISING AGE | 


200 E. Illinois St., Chicago 11, Illinois 


BACK TO THE MAJOR LEAGUE FOR ME 
Copy and/or contact—but no more small 
agencies, please! Top 4-A agency exper 
| ience qualifies me for agriculture, food, 
industrial and package goods assignments 
Will swap present vp/creative director 
title for return to civilization . and 
cash! 
Box 9857, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MAUDE LENNOX 
Y 


Excellent opportunity for a man over 30 years with current ex- 
perience in international advertising including industrial and 
consumer products. Good knowledge international and foreign 
media. Desire to work well with associates important. 


Salary Range $10,000-$15,000 
FEE PAID — Send Resumes To: 


PERSONNEL SERVICE, INC. 
630 Sth Ave., New York 20, N. Y. 


(Agency) 


EXECUTIVE 


JS 


TIRED OF THE HUSTLE AND BUSTLE 
of the big city? Longing for the com- 


COPY WRITERS forting and relaxing atmosphere of a 
Maybe this is what you have been quiet, progressive mid-west commu- 
looking for. nity? 


Then you'll really enjoy the beautiful 
Rock River Valley! Expansion in our 
staff creates an opening for proven 
space salesman in mid-west area. This 
job involves 50% travel from home 
office. Salary, profit-sharing, group 
insurance, and other fringe benefits. 
Send complete résumé to — E. E. 
Ruther, Watt Publishing Co., Mount 
Morris, lil. 


We are a small, well established in- 
dustrial agency offering complete 
marketing service to a group of select 
accounts. Your major responsibility 
will be the preparation of effective 
copy for advertisements, house or- 
gans, direct mail campaigns, sales 
promotions and other sales communi- 
cations. You will find our surround- 


ings and associates pleasant. You 
will be supported by complete art, 


PRODUCTION MANAGER 
ADVERTISING AGENCY 


| Staff expansion program of medium sized 
midwestern agency offers unusual oppor- 
| tunity for capable man to relieve present 
production manager for growing respon- 
sibility as client service executive. Agency 

experience not necessary, but broad 
mechanical production experience desir- 

able on both ads and collateral. Agency 
has good growth record, excellent reputa- 
| tion, profit-sharing and other group bene- 
fits. Prefer man of 25 to 35—salary open. 
Send full details of experience and earn- 
ings first letter, also snapshot or photo. 


Box 727 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ilinois 


SALES MANAGER—ADVERTISING DIRECTOR 


One of our clients, a Chicago publisher of three top business 
magazines, offers a top-level position as director of all sales and 
promotion activities. 

The man they seek must be experienced in selling and publishing 
of business papers. He should be a good administrator, organizer and 
adept at handling people. He should be creative and able to supervise 
an extensive promotion and advertising program on all 3 magazines. 
He is now an excellent salesman and ready to function as a sales 
manager, supervising a staff of nine salesmen, including planning and 
liaison with editors. He will be a member of the top policy board and 
could advance to vice-president. 

To such a man our client offers a well-established company ap- 
proaching its 75th year. A young, well recognized top management, a 
progressive, growing organization with intentions of growing even 
faster in the future. 

Our client's organization knows of this ad.-Write us stating your 
experience in line with the qualifications presented above. Address 
your reply to the personal attention of Torkel Gundel, Torkel Gundel 
& Associates, 110 S. Dearborn St., Chicago 3, Ill. All replies will be 
held in strict confidence. 


media and production facilities. Your 


income will be commensurate with 
your experience and ability . . . plus 
a share in the profits. Your opportu- 
nity for advancement is unlimited. An 
interview will be arranged after a 
résumé of your educational and busi- 
ness experience is received. 
Box 731 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


If you feel you are this man, 


career basis. 


TO U. S. AGENCIES 
ADVERTISING IN CANADA 
In Canada the man to see for 
transcribed “spot” advertising is 

RUSTY DAVIS 
Original and effective jingles 
|] written and produced for T.V. 
\f and Radio. 

Write or call, 
Rusty Davis, 1800 Mac Gregor, 
Suite 101, Montreal, GLenview 


fishing, etc. 


who wins this interesting spot. 


CANADA Illinois St., Chicago 11, Illinois. 


TO: The Best Young P.R. Man in the Country 


we have the best P.R. opportunit 
we've heard of, and would like to talk with you. a : 
As major, national publishers, we have just created a new position 
offering the challenging job of organizing from scratch, initiating 
and carrying out a major-league public relations program on a 


The man we seek is 28-32, an “idea man” from the word go, and 
well-connected with national marketing and advertisihg trade 
magazines. He knows his way around with metropolitan newspapers 
and excels in making new contacts. 

He is experienced enough to develop a full-scale, image-building 
p.r. campaign, a top-flight publicity writer, and adept at community 
relations techniques. College degree required. 

Firm is nationally known with offices in major U.S. and European 
cities. Opening is in home office in the West, with nearby skiing, 


Our Promotion Department personnel know of this opening and 
are looking forward to working with the highly qualified person 


8222. Send detailed résumé to: Box 732, ADVERTISING AGE, 200 E. 
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Advertising Age, September 2, 1957 


Furniture Makers’ 


Marketing Is 25 


Years Behind Times, Ancell Declares 


(Continued from Page 2) 
the principle, he said, that what is 


good for the consumer is good for| stores “are out of focus with the | cism from some sta 


the company. 


“The most important point to be| to have a decorating scheme first, it is ready to deli 
driven home is the fact that this|then the furniture with which to|99% clearances to 


philosophy of marketing is aimed 
solely at the satisfaction of our 
consumers’ needs,” Mr. 
said. “Unless you make it your 
business to know who your custo- 
mer is, where he is, what he wants 
and how to get to him, you will 
miss the boat.” 

In pointing out that furniture 
makers have relied too greatly on 
the retailer to tell them what to do 
and how to do it, Mr. Ancell em- 
phasized that the primary func- 
tions of creativity, merchandising 
and programming of product lines 
is up to the manufacturers. 

“It is our responsibility to de- 
liver to our dealers pre-digested 
and pre-merchandised programs 
that are packaged and coordinated 
to lend themselves to easy, fast 
and low-cost selling at the retail 
level,” he said. “We must plan our 
marketing for and to the consumer 
and them find the appropriate and 
proper dealer to execute such 
plans.” 


s Mr. Ancell urged the furniture 
makers to take advantage of every 
chance to tie their advertising and 
promotion programs with that of 
companies in the floor covering, 
fabric, lamp, paint and other al- 
lied fields. 

He also asked NAFM members 
to encourage the more specialized 
retail furniture store rather than 


Ancell | 


the “general” type of furniture 
store. He asserted that the general 


|consumer’s requirement, which is 


accomplish this end. 

| “The results are confusion and 
hesitation on the part of the wom- 
an, and too many times her dollars 
drift into other industries’ prod- 
ucts,” Mr. Ancell said. “By trying 
to be all things to all people, these 
retailers wind up being nothing to 
anyone.” 


# L. E. Williams, advertising di- 
rector of Home Furnishing Daily, 
advised NAFM members to build 
better dealer acceptance of their 
products through business paper 
advertising. 

He pointed out that the home 
furnishings industry invested $10,- 
000,000 in business paper advertis- 
ing last year and that a total of 
$457,000,000 was invested in the 
medium by American business in 
1956. 

Mr. Williams also said there is a 
serious need for better selling in 
the furniture field. In a recent tour 


every manufacturer bragged about 
increasing his production facilities, 
but nothing was said about expand- 
ing or modernizing selling forces. 

“It raised the question: Is furni- 
ture manufacturers’ selling pro- 
ductivity keeping pace with fac- 
tory production?” Mr. Williams 
said. “Obviously, you can’t sell 58 
production with °48 selling meth- 
ods.” # 


“ Ny) SHH : 


now costs less! 


Hillgren 


Allen 


Anderson 


Factor Singer 


OPENING GUN—Posed before the opening poster in the introductory 
campaign of Wilshire Oil Co. in the Los Angeles area are O. Warren 


Hillgren, advertising and sales promotion manager, Earle Allen 


vp, and Robert O. Anderson, president, all of Wilshire, and Ted H. 
Factor, vp in charge of Doyle Dane Bernbach’s Los Angeles office, 
and Robert D. Singer, account executive. 


Small Type in Contracts Banned 
A New York law, effective Oct. 
1, will outlaw the use of fine print 


on instalment sales contracts. Un- | 


der the new law, the contracts 
must be in larger type and all 
taxes and service charges must be 
shown on the face of the contract. 
Each contract must also carry a 
bold face warning to the buyer 
telling him to read the contract 
and make sure all blank places are 
filled in. The law provides fines of 
up to $500 for violations. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 


107 N. LASALLE, CHICAGO «= ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


Wilshire Oil 
Enters Retailing 


(Continued from Page 2) 
| will promote the fact it will sell 
| gasoline at 2¢ per gal. below pre- 
vailing prices. 

According to Ted H. Factor, vp 
of Doyle Dane Bernbach Inc., Los 
| Angeles, which handles the ac- 
jcount, the ad campaign will be 
| confined to outdoor and newspa- 
jpers in order to achieve domi- 
|nance. He said outdoor is a basic 
medium for motor fuel business 
and that newspapers were chosen 
because they are identified with 
news, adding that Wilshire sta- 
tions are news at this time. # 


| 


‘Farm & Ranch’ Boosts Henn 
Robert R. Henn, sales represen- 
tative for Farm & Ranch, has been 
appointed manager of the maga- 
zine’s Chicago sales office cover- 


ing the Midwest. 


Ford Buys May 
Spark Return of 
Bigtime Radio 


(Continued fr: n Page 3) 
the CBS Radio aff \iates advisory 
| board and under-t! «-breath criti- 
ion men. 
w reports that 
er better than 
Ford on this 
|heavy broadcast schedule. The 
toughest resistance was overcome 
by booking the shows on stations 
other than CBS affiliates when 
they continued to refuse to agree 
to give Ford satisfactory clear- 
ances. 


| However, CBS n: 


s Louis Hausman, vp in charge of 
advertising and promotion for the 
network, told AA that stations 
other than CBS affiliates will be 
used for the “Ford Road Shows” 
in approximately 5% to 6% of the 
markets ordered. This is not ex- 
pected to have an immediate effect 
on the status of network affiliation 
in those markets, though it could 
presage an eventual shift. 

Mr. Hausman said a number of 
stations will schedule the shows 
in different time periods from those 
originally selected by Ford, but he 
added that the auto maker “in es- 
sence” in getting what was ordered. 

On the new business front, CBS 


of furniture factories, he said, | will share a holiday campaign with 


| NBC. B. F. Goodrich Co. has sched- 
uled 5,000 Labor Day weekend 
safety messages in cooperation 
| with the American Trucking Assn. 
Foundation. 
|will be heard on “Monitor,” on 
NBC, and on several Columbia 
| shows. The spots will feature tips 
| from driving pros, including cham- 
pionship truck drivers. This cam- 
paign was placed through Gris- 
| wold-Eshleman Co. 

On Sept. 2 Miles Labs will spon- 
sor two five-a-week five-minute 
newscasts on CBS. Larry LeSueur 
will report the news on one of the 
| shows, and Bill Downs will handle 
| the other. Geoffrey Wade Advertis- 
jing handles this account. 


| At still another network, Mutual, 


| the week’s best news came from a 
couple of newcomers to the medi- 
um and from one old reliable. 
Tint ’n Set and Diversified Cos- 
|metics of America, whose budgets 
formerly went into spot television, 
have ordered a series.of 25 five- 
minute newscasts, starting Oct. 1. 
Dunnan & Jeffrey places both these 


Consumer Drug. Corp., which will 
air ten newscasts weekly, plus 
some multi-message participations. 
Consumer Drug makes Oragen, a 
reducing aid. 

The veteran radio user booked 
by Mutual was Reader’s Digest 
(JWT), which bought a saturation 
newscast campaign to run through 
Labor Day. 

In the case of Miles, CBS’ gain 
was Mutual’s loss, with Miles dis- 
continuing a new MBS schedule at 
about the same time it bought the 
Columbia program. 


® In the personnel department, 
Mutual made three appointments 
this week. Henry R. Poster, man- 
ager of research, was named di- 
rector of research and sales promo- 
tion. Richard Puff, vp in charge 
of advertising, public relations and 
research under the old regime, re- 
signed some time ago. 

Harold M. Wagner moved up 
from manager of program opera- 
tions to program director, replac- 
ing Brad Simpson, who resigned. 
Joseph F. Keating, an executive 
producer, takes over Mr. Wagner’s 
former post. # 


Barrett Joins Kastor, Farrell 

James P. Barrett, formerly me- 
dia buyer of Lennen & Newell, has 
joined the account group of Kas- 
tor, Farrell, Chesley & Clifford, 
New York. 


The announcements 


orders, as well as a schedule for 


71 
ARB Network TV Ratings 
Copyright by American Research Bureau 
PROGRAM POPULARITY 
Rank Program Rating* 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) .........ccccssesesereeeneseennnnnnes 36.2 
2 I've Got A Secret (Winston cigarets, CBS) ........ccccccccsseesereesennnnennennnnnnnnnes 30.4 
3 Twenty One (Pharmaceuticals Imc., NBC) .........cccccssesceessennnreesnnennneeenanennnns 29.8 
| 4 What's My Line (Helene Curtis, Remington Rand, CBS) 28.7 
5 Reem Wakk (Dedinn, ABC)  ...ccccce.scscssercsecsvesocesvcscseonssvassessnssonensttvecssneentt 28.3 
| 6 $64,000 Question (Revlon, CBS) ..ec.cmnne-nnmuemennennennnennnnninnnnnnis 27.8 
| 7 Cee COlaryalinr, CBG) ..cccccersccevsessesesscccachinnosientssatneosooceteseceusnnnbiniaisetnalale 25.9 
7 Ed Sullivan (Lincoln-Mercury Dealers, CBS)... 25.9 
9 Alfred Hitchcock Presents (Bristol-Myers, CBS) ..........cccccccssesseeseerennensenennnne 25.5 
10 GE Theater (General Electric, CBS) ..........ccccccssesesessseerssnererenensnseresensensnenees 25.3 
TOTAL VIEWERS REACHED 
Rank Program (000)** 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) ..........ccccccccssnsensnrenennennnene 38,220 
2 I've Got A Secret (Winston cigarets, CBS) 
3 Lawrence Welk (Dodge, ABC) ....:csrecersccecsesssrrecsonress+ssrccssencesressscensnestsencsenees 
4 Ed Sullivan (Lincoln-Mercury Dealers, CBS) 27,520 
5 Seve Alden (Perlldipatiang, WBC) .......0cccceccssccestsnsciesisssvenesscsscoesssecsasessastasbens 27,510 
6 Twenty One (Pharmaceuticals Inc., NBC) ......cccccccccsccnscnssensernnsennennenennenne 27,350 
7 GE Theater (Gonoral Gletiele, CBG) .....1..cccccsccccseccrecssescesssesssnnsinsatsbestsooseness 24,170 
8 Ciena: (Cheysler; CBG) .nnrescesistsscivcoseesscnsssocsoseseiccssnintttsestnorectensonsssnbsinsssinsnebs 24,120 
9 $64,000 Question (Revlon, CBS) ..........ccccccssscsssnnssereeesenrernnnsnenteneeaeansenseeneenne 24,020 
10 Alfred Hitchcock Presents (Bristol-Myers, CBS) .............cccccccseeseesnnenennennennen 23,720 
*Percentage of homes reached in markets where show appeared. 
**Total number of persons viewing program. 
Trendex TV Ratings 
Fifteen Multi-siation Cities 
Aug. 1-7, 1957 
| Rank Program Rating* 
| 1 What’s My Line (Helene Curtis, Remington Rand, CBS) 0.0.0.0... 26.3 
2 GE Theater (Gonoral Gloctric, CBS) .......0......ccccccececrcorrorsssrsrssessssssnnsssnenseess 18.1 
3 Alfred Hitchcock Presents (Bristol-Myers, CBS) 18.0 
4 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) 17.6 
5 Twenty One (Pharmaceuticals Inc., NBC) .........cccrssesenenensrenenenenearerseneennen 17.6 
6 Richard Diamond (General Foods, CBS) .cccccccccccccccecssssseesseeeneneseeererenenee 17.5 
7 Studio One (Westinghouse, CBS) ......cccsnrsersnsnssensensenensnennenensnarensnennenennens 17.4 
8 $64,000 Challenge (Revlon, P. Lorillard, CBS) ..........-cccsesseserenennnnensennennnn 17.3 
9 Arthur Murray (Bristol-Myers, NBC) ........cccccccsssssessnensnnnnnesnensneneonennnnnenen 17.2 
10 GOA BOD Grrcaiion Civlatn, CIGD nccacececccexsccserescncissscsoscsesscccnsessncestocsncosoumeesnons 16.4 
*Per cent of total tv homes called found viewing the program. 


'H. J. Bullen Named Editor of 
‘Industrial Marketing’ Annual 

H. J. Bullen, managing director 
of BulMark Advertising, San 
Clements, Cal., has been named 
editor of Industrial Marketing’s an- 
nual Market Data & Director Nuim- 
ber. He replaces Frederick Borden, 
who resigned recently to join Man- 
|agement Methods and School Man- 
agement as managing editor. Mr. 
Bullen will also head a new edi- 
torial research department which 
will serve both Industrial Market- 
ing and Advertising Requirements. 

Other members of the new de- 
partment are Miriam Frankel, pre- 
viously an IM editorial assistant, 
and Maria Grygier Heimrich, an 
AR associate editor. Mr. Bullen 
also has been managing director 
of VendFilm Inc., Elgin, [ll., and 
while serving in the Marine Corps 
was general manager of Leather- 
neck Magazine. 


He formerly was creative group 
director of the San Francisco of- 
fice of McCann-Erickson. 

In the agency’s New York office, 
Edward G. Comstock, C&W senior 
vp and secretary, has been named 
account supervisor on the Western 
Electric account. He succeeds Jer- 
ome J. Cowen, who recently was 
named general manager of C&W’s 
San Francisco office (AA, Aug. 
19). A supervisor is yet to be 
named on the American Telephone 
& Telegraph Co. account, also pre- 
viously handled by Mr. Cowen. 


C&W Names Connor in S.F., 
Comstock to Western Electric 
Cunningham & Walsh has ap- 
pointed John W. Connor creative 
director of its San Francisco office. 


GEE I Let's try that 
toothpaste!” 


Commercials on WGN-TV have 
a way of getting results— because 
WGN.-TV programming keeps 
folks wide-awake, interested — 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN.TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


wt WGN-TV = 


A 20 Ibs. Food Crusade 
package will be sent in 
your name to a hungry 
family in one of 19 coun- 
tries of Evrope and Asia. 


Send 1.00 to 
CARE CHICAGO 
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Merger Cre 


David Williams 


ates Ilth 


Biggest Agency-EWRR 


(Continued from Page 1) 
number of years. 
As senior vp, Mr. Beirn will be 


an estimated $41,000,000 in 1956, 
compared with R&R’s estimated 
| $39,000,000). But account losses 


relieved of administrative duties to|and reduced appropriations will 
concentrate on creative planning | probably shave $7,000,000 off the 
and will retain some account su- | total, and $73,000,000 will be about 
pervisory responsibility. |the base from which the new agen- 
cy begins. 
s Heading the combined Chicago The combination produces an 
office will be Mr. Northrup, for-| agency with a strong record in 
mer E, W exec vp, secretary and | packaged goods promotion, a suc- 
head of Erwin, Wasey’s Midwest |cessful international operation, 


Howard Williams 


came to the attention of Glenmore 
executives somewhat belatedly 
(AA, March 7, ’55). 

“There were some talks about 
how to proceed,” the report says. 
“Glenmore suggested that perhaps 
the agency would like to give up 
McKesson & Robbins. No, the 
agency said, recalling proudly that 
when it got the McKesson & Rob- 
bins business originaliy the agen- 
cy had said it would not resign it 
for a bigger distiller.’ So E, W 
resigned the Glenmore account for 
Yellowstone which the distiller 
moved to Compton Advertising. 

Whether or not this same policy 
will apply to the $5,000,000 Brown- 
Forman account now handled by 


Metzger 


last spring joined the agency in a 
similar capacity. 

On the international front this 
spring Denys Scott joined the 
agency’s London office as senior 
executive on international ac- 
counts. He was formerly manag- 
ing director of J. Walter Thomp- 
son’s Paris office. James von 
Brunn, formerly head of the tele- 
vision film department of McCann- 
Erickson’s international division, 
was added to the agency’s roster. 

About the middle of this month, 
John D. Hayes is joining E, W to 
manage the newly-formed inter- 
national department of the New 
York office. The move is geared 
|\to working more closely with the 


operation 

Heading the Los Angeles com- 
bined office will be Mr. McGaugh- 
ey, former exec vp of Erwin, Was- 


ey. 

The problem of combining the 
two agencies revolved around two 
points—Erwin, Wasey & Co. is 
wholly owned by the Williamses, 
pere and fils, while Ruthrauff & 
Ryan is owned by 90-odd stock- 
holders; second, the meshing of 
the tight Erwin, Wasey operation 
with R&R’s sprawling network of 
offices. 

One likely result of the merger 
is a distribution of stock in EWRR 
to former Erwin, Wasey staffers, 
who have been told to expect it. 


® The preponderance of Erwin, 


Wasey ownership is believed to|division (Martin’s VO and High- | 


stem from the relative net worth 
of the two shops—Erwin, Wasey’s 


|and a well-diversified account list. 
| No clear indication has been 
|made about how many people the 
new agency will employ. In 1956, 
R&R had about 500 people; E, W 
had around 750, but 304 of them 
were in Europe. In the combin- 
tion it is expected that there won’t 
be any duplication of departments, 
and some shaving of personnel is 
expected. At the same time it was 
| said that the combined total of vps 
| would be reduced substantially. 


s It was not clear, either, what 
account conflicts might result in 
'some client dislocation. One that 
|seemed likely was Erwin, Wasey’s 
McKesson-Robbins’ liquor busi- 
ness (R&R has Brown-Forman). 
At McKesson & Robbins’ liquor 


land Queen scotch, Ronrico rum, 
Chapin & Gore straight bourbon 
and Old Jim Gore bonded bour- 


R&R, when and if it becomes part | agency’s expanding overseas oper- 


net worth was about $1,500,000, | 

slightly more than twice that of|bon), Donald C. Berry, vp in 

R&R. |charge of advertising, said he had 
What lay ahead for the branch | done nothing and didn’t intend to 


offices of R&R was anyone's guess.|do anything about an agency shift | 


Erwin, Wasey traditionally has/until he knew definitely whether 
steered clear of branch office op- | R&R and E, W had decided to 
eration, except in Chicago (from merge. 

whence the agency originally | “We have talked with Erwin, 
came), Minneapolis, where Erwin | Wasey,” Mr. Berry said, “and were 
Wasey & Co. of Minnesota oper- told that nothing definite had been 
ates and the West Coast, where/|decided about a merger. We are 
it handles the bellwether Carna- | happy with E, W and don’t want to 
tion milk account. It has a highly | change unless we have to. We 
successful international operation,| have considered the merger as a 


of the new merger, may pose 
something of a problem to the new 
management, and may explain 
McKesson & Robbins’ current pol- 
icy of “watchful waiting.” 

® Recently, 


Erwin, Wasey has 


ations in London, Stockholm, Rio 
|de Janeiro and Sao Paulo. E, W 
which alone bills about $12,000,000 
from its London office, opened its 
second office in Brazil this spring 
in Sao Paulo, when it bought out 
the Petinati Agency (AA, May 13). 


been admired. 


Vought Aircraft institutional. 


It has moved to revamp its 
|| office is now the F. G. Mullins 


Recent R&R Account History 


Ruthrauff & Ryan has had disappointing years in account ac- 
quisition and maintenance recently. Its bright claim to merchan- 
dising fame is Bon Ami, and probably its best acquisition of the 
year was H. K. Porter Co. Its creative work on Sun Oil Co. has 


Its losses have been severe: American Air Lines, Palm Beach 
Co., Corn Products’ Bosco, Kentile, Arthur Murray, Reddi-Wip. 
In recent months it has lost Tums and Nature’s Remedy from 
the Lewis Howe Co., Pacific Coast Paper Mills, and Chance 


} manager). M. B. Scott Inc., which had merged with R&R in Los 


| Angeles, reestablished itself as an independent agency. There has 
|| been a pall of doubt hanging over the future of the St. Louis of- 
fice since the Tums account left. 


branch office setup. Its Seattle 
Co. (Mullins was R&R’s Seattle 


been doing considerable retooling 
and beefing up of its staff as wit- 
nessed by several key personnel 
additions. 

This past week, John C. Legler 
joined the agency as an account 
supervisor. Interestingly, Mr. Leg- 
jler, formerly a vp of St. Georges 
& Keyes, was also account super- 
visor on the agency’s H. K. Porter 


accounting for some $19,000,000 in | possibility but have decided to do|Co. account now handled by Ruth- 
billing, of which $12,000,000 was | nothing until it has become a fact.|rauff & Ryan. R&R picked up the 


centered in the London office, in 
1956. It has, as well, a goins Ca- 
nadian operation. 

R&R was never in the interna- 
tional field, and closed its Canadi- 
an offices last year. 


® Based on estimated billings for 
last year, the consolidation would 
amount to an $80,000,000 agency, 
which would rank it among the 
top ten U. S. agencies (E, W billed 
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McGaughey 


If we have to select a new agency 
we'll cross the bridge when we 
get to it. I'm sorry I can’t be more 
definite, but that’s how the mat- 
ter stands at the moment.” 


® Back in 1955, Erwin, Wasey’s 
Chicago office was named to take 
over Yellowstone bourbon, a prod- 
uct of Glenmore Distillers Co. In 
|New York the agency handled Mc- 
'Kesson & Robbins whiskies. This 


Northrup 


Porter business in July, and now 
handles all but a small part of the 
account. 

Among others joining the agen- 
cy in recent months are Jere Pat- 
terson, who was named exec vp 
of the agency in July. He came to 
E, W from Time Inc., where he 
was promotion manager of the in- 
ternational editions of Life. Rob- 
ert J. Dunn, formerly merchandis- 
ing director of C. L. Miiler Co., 


s Mr. Hayes, most recently with 
Grant Advertising as manager of 
the agency’s international depart- 
ment in New York, first entered 
the international field before 
World War II, when he was with J. 
Walter Thompson Co. At one time, 
he headed up his own agency, 
Copelco, in Bogota, Colombia. 

John M. Keavey late this month 
| wa join the agency as an account 
|executive handling KLM Royal 
Dutch Airlines in the western 
hemisphere. KLM last month 
named E, W as its agency effec- 
tive Jan. 1. Mr. Keavey, who was 
formerly director of domestic ad- 
vertising with Trans World Air- 
lines, was at one time an account 
executive with Fuller & Smith & 
Ross and G. M. Basford Co. 


= The agency of Ruthrauff & 
Ryan grew out of the chance 


|meeting of two Yale men on a 
| Cape Cod weekend; it waxed 
strong on mail order, grew great 
on hard sell for the masses and 
experienced its deepest troubles 
in times of unprecedented pros- 
perity. , 

F. B. (Fritz) Ryan and Wilbur 
Ruthrauff, both now dead, put 
the agency together on a $2,000 
shoestring in 1912. Their first ad- 
dress boasted a big corner office; 
legend has it that the partners 
flipped, the winner to take the 
big office, the loser to become 
president. Ruthrauff got the of- 
fice, Ryan the title. 

Both had been mediocre in the 
real estate business, Ryan as a 
salesman, Ruthrauff as a reluc- 
tant rent collector; in the adver- 
tising agency business they were 
mildly sensational. 

Its mail order triumphs are 
still remembered: Roth Memory 
Course (“Of course I remember 
you, Mr. Addison Sims of Seat- 
tle’) amd Nelson Doubleday’s 
“Book of Etiquette” (“Again She 
Ordered Chicken Salad”), Arthur 
Murray’s (“How I Became Popu- 
lar Overnight!”), and John Caples’ 
memorable classic, “They Laughed 
When I Sat Down to Play. . .” 


s From 1912 to 1952 the agency 
grew in billings each year. It was 
billing $32,000,000 when the war 
ended and its first real setback 
occurred. 

Because its management of 
Ruthrauffs and Ryans misunder- 
stood the temper of Raymond F. 
Sullivan, it let Mr. Sullivan pull 
up stakes and move (with a cadre 
of top R&R executives) into Sul- 
livan, Stauffer, Colwell & Bayles. 

Started in 1946, SSC&B’s 1956 
billings of $36,100,000 were only 
about $3,000,000 less than R&R’s 
1956 total. Over the intervening 
decade many an R&R man has 
brooded over what-might-have- 
been had the Sullivan group been 
reconciled. 

In 1952, R&R was hit hard by 
account losses it still has never 
wholly replaced. In March of that 
year it lost the $9,000,000 Dodge 
division of Chrysler Corp. Except 
for a hectic year on Packard it 
has never had an automotive ac- 
count since. 

Similarly, in October, 1952, it 
lost Lever’s Spry and Rinso, or 
about $6,000,000 total. In five 
years it has yet to replace that 
billowing billings total in the soap 
business. In fact, the last piece 
of Lever business R&R had was 
resigned last year when the agen- 
cy closed its Toronto office. 


s Early this year the agency went 
through a reorganization. From 
the shuffle, Robert M. Watson 
moved from president to chair- 
man of the board; F. Kenneth 
Beirn from exec vp to president; 
and in the West a tripartite man- 
agement arrangement set up, 
headed by two exec vps—Roswell 
W. Metzger, and Haakon B. Gro- 
seth, who was in charge of the 
Chicago office—plus Paul Watson, 
vp for client service. As part of the 
shuffle, F. B. (Barry) Ryan Jr. 
retired from the agency, as did 
|Paul E. Watson, former board 
chairman, head of the Chicago of- 
fice since 1921. 

The new management teams 
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described at the time aren’t still 
intact. In New York, C. F. Willis 
(whose forte was administration) 
has left the agency to become 
president of Alaskan Air Lines, 
and Robert Durham, senior vp 
(whose forte was new business) 
last week set up shop as a man- 
agement consultant (AA, Aug. 
26). 


® A strong force in R&R in New| 
York is James B. Briggs, who 
moved into R&R when it merged 
with Geare-Marston, Philadelphia, 
late in 1956. Mr. Briggs is now 
described as holding more R&R} 
stock than any other single indi-| 
vidual, He has lately been active 
in merger negotiations with 
Chambers & Wiswell, Boston, 
which are reported to be contin- 
uing, and also with Lewis Edwin 
Ryan, Washington, which have 
been broken off. 


s Erwin, Wasey & Co. dates back 
to September, 1914, when the 
shop was launched as Wasey & 
Jefferson. The real force behind 
the founding of the agency was 


joined Erwin, Wasey from Na- 
tional Cash Register. 

But Mr. Wasey’s unscratchable 
itch for his own business rubbed 
off on many of his confreres. 
Kudner pulled out to form his 
own agency with Goshorn; so did 
Burnett and Ellis and Lennen. 


= Meanwhile, in 1940, Howard 
Williams became a Wasey part- 
ner. In 1946 he was named pres- 
ident of the shop—with Lou Was- | 
ey moving up to board chairman. 

David Williams, 37-year-old | 
son of Howard Williams, joined | 
the agency 11 years ago, after 
Harvard and the U. S. Army. He 
began as a trainee in the Chicago 
office, spending six months in 
traffic and 12 months in media. | 
In 1947 he went to Seattle as as- | 
sistant media director. The fol- 
lowing year he moved on to Los 


|Angeles as a junior copywriter 


amd assistant account exec. In 
1949 he transferred to New York 
as assistant to the president, his 
father. 

That same year saw him named 
an agency vp, and three years 


Louis R. Wasey, who last year sold|later he was elevated to exec vp. 


out his interest in the shop to the 
Williamses, father and son, and 
hied himself off to Cat Cay, “my 
paradise down in the Bahamas.” 

Mr. Wasey recounted the start 
of Erwin, Wasey for ADVERTISING 
Ace in January, 1956. The story 
went like this: 

After ten years with Lord & 
Thomas, Mr. Wasey started his 


® Late in 1955 the Williams duo 
announced its purchase of the 
agency for an undisclosed sum 
(AA, Jan. 2, 56). Lou Wasey left 
his spot as board chairman, and 
his nephew vacated an exec vp 
chair. At this point the senior 
Wasey retired to Cat Cay, and 
George Wasey turned his full at- 
tention to the board chairman- 


own business in the fall of 1914. 
“I got Will Jefferson, who was 
with us at Lord & Thomas, to join 


me,” said Mr. Wasey. “He was 
much older. He should have had 
his name first in the fir, but I 


| 


knew he wouldn't stay too long in 
the business, so I put my name 
first and we started with Wasey & | 
Jefferson. 

“Then I went back to C. R.| 
Erwin, just before he retired from 
Lord & Thomas. I asked again if 
he’d come into business with me. 
He said no, he felt very tired. 


s “Then I had an idea. I got hold 
of Mrs. Erwin and asked her if 
she loved her husband. ‘My, what 
a silly remark!’ she said. ‘Well,’ 
I said, ‘he’s going to die if he 
doesn’t work.’ Well, next day Er- 
win called me and said he’d go 
into business with me. 

“We changed the name to Er- 
win, Wasey & Jefferson in Febru- 
ary, 1915. Several months later 
Mr. Jefferson retired, so now it’s 
Erwin, Wasey & Co. Mr. Erwin, 
with his name and prestige, was 
just the man I needed. I was 
only a kid of 30 years of age. I 
think he was 58 or 60. Our rela- 
tionship was like father and son. 

“When I left Lord & Thomas 
I took away plenty of business to 
start my own company. Robbins 
& Myers was one; Musterole, Dr. 
Edwards’ olive tablets—a number 
of them. When I left Lord & 
Thomas I gave (Albert) Lasker 
an alternative. I said I’d take 
only the accounts I had brought 
in, not all those I’d worked on. 
Either that, or I’d take them all. 
Lasker settled on my basis. 


s “When I left I was making 
$15,000 a year, and I was 30 
years old. Lasker offered me a 
percentage of the profits if I'd 
stay. But it wasn’t the money; I 
wanted my own business, and run 
along my own lines. There are a 
lot of things in the business aside 
from just how much money you 
can make.” 

Erwin, Wasey’s business snow- 
balled. One big account landed 
was the Goodyear Tire & Rubber 
Co. Another was the $1,000,000 
Forhan’s account. And Mr. Wasey 
went on a talent hunt. In New 
York he landed Arthur Kudner; 
in Detroit he signed O. B. Winters. 

Later he added Atherton W. 
Hobler, Phil Lennen, Leo Bur- 
nett, James Ellis, Clarence Gosh- 


orn. In 1933, Howard Williams 


ship of the Barbasol Co. and other 
interests. 

The elder Wasey still retained 
financial interests in Barbasol, 
Dr. Edwards’ olive tablets, Mus- 
terole and Zemo—accounts he’d 
brought into the agency. At the 
time of the sale, these four ac- 
counts billed between $1,000,000 
and $1,400,000, but three of the 
four were not long for Erwin, 
Wasey. The agency’s total billing 
was then $35,700,000. In 1956, Er- 
win, Wasey billed an estimated 
$41,000,000. 

Last year the agency added the 
new products account of the 
American Chicle Co., Van Camp 
Sea Food, Los Angeles Soap Co. 
(White King), U. S. Industries 
(corporate advertising), the Seth 
Thomas division of General Time, 
Club Aluminum Products and 
Rootes Motor Group. It lost its 
share of Texaco, Zonite, Musterole, 
Zotox and Triocin, Zemo and Dr. 
Edwards’ olive tablets. 

This year, the agency has 
picked up Carling Brewing’s Stag 
beer, Safeway Stores’ brand ad- 
vertising and KLM Royal Dutch 
Airlines. + 


Court Is Asked to 
Defer Strife-Torn 
Loew’s Inc. Meeting 


WimincTon, Der., Aug. 30— 
The question of whether a special 
stockholders meeting of Loew’s 
Inc. will be held Sept. 12 is still 
very much up in the air. 

The fight over the holding of 
the meeting is the current focal 
point in the continuing struggle 
between the present management 
of the motion picture company, 
headed by Joseph R. Vogel, and 
an opposing faction headed by 
Joseph Tomlinson, a shareholder- 
director. 

At press time the court of chan- 
cery here was hearing arguments 
on the Tomlinson group’s motion 
to postpone the meeting, which 
was called by Mr. Vogel to have 
Mr. Tomlinson and one of his al- 
lies dropped as directors, and to 
increase the number of directors. 

The motion under consideration 
was introduced by Ralph B, 
Campbell, a shareholder, who 
supports the Tomlinson forces. It 
asks postponement to allow time 
for arguments on a preliminary 


injunction against the meeting 


Last Minute News Flashes | 


Twigger Toothpaste May Go National by Jan. 1 
Da.tas, Aug. 30—Twigger, a toothpaste in tablet form, has reached 
sales of 41,000,000 tablets since its introduction in 20 test markets in 
Texas, Oklahoma and New Mexico last June, according to the Lampar | 
Co., Dallas, which manufactures it. The tablet was introduced last | 
June with glued sample packets on 35,000 copies of the American, | 
Odessa, Tex. Newspapers, radio and tv were used heavily in the test 
markets. McCann-Erickson picked up the account three weeks ago 
after Lampar had handled its own introduction. Lampar, formerly ex- 
clusively an ethical pharmaceutical house, said Twigger will probably 
be distributed nationally after Jan. 1. Lampar also has plans to market 


dietary supplements and feminine hygiene products. 


Cunningham & Walsh Adds Filon Plastics Corp. 


Los ANGELEs, Aug. 30—Filon Plastics Corp., El] Segundo, Cal., has 
named Cunningham & Walsh here to handle its advertising. The com- 
pany, which manufactures and sells Filon Fiber-Glas plastic panels 
through 15,000 US. dealers and distributors, has a budget in “sub- 
stantial six figures.” Four-color pages in consumer, professiona] and 
trade magazines are being used. Jere Bayard Advertising, Beverly 
Hills, is the former agency of record. 


Nine Agencies Pitch to American Export Lines 


New York, Aug. 30—American Export Lines is hearing presentations 
by nine agencies for its $500,000 account, following its resignation by 
Cunningham & Walsh last month (AA, Aug. 5). Pitching for the ac- 
count are Benton & Bowles, McCann-Erickson, J. M. Mathes Inc., 
Victor A. Bennett Co., Monroe Greenthal Co., Ogilvy, Benson & Mather, 
Grey Advertising Agency, Needham, Louis & Brorby and Campbell- 
Ewald Co. 


Helene Curtis Markets Dandruff Hair Tonic 


Curcaco, Aug. 30—Helene Curtis Industries is putting out a new 
Curtis dandruff treatment hair tonic (for men only) which the com- 
pany says “stops dandruff while it grooms the hair.” The hair tonic 
will be in stores by Oct. 1, and print and tv advertising will be used in 
October—newspaper ads in 25 cities and commercials on the company’s 
two regular tv shows. Gordon Best Co. has been assigned the new 
product. 


Minestrone One of Three New Campbell Soups 


CampeEN, Aug. 30—Campbell Soup Co., which has concentrated pri- 
marily on new frozen products during the past year, will introduce 
three new heat-processed condensed soups—turkey noodle, minestrone 
and chicken vegetable—early in September. Batten, Barton, Durstine & 
Osborn, New York, is the agency. 


Norge Sets $250,000 Two-Week Push . 


Cuicaco, Aug. 30—The Norge division of Borg-Warner Corp. will 
run a $250,000 two-week advertising campaign in newspapers in 97 
markets to celebrate the 20th anniversary of the automatic washer. 
The dealer listing, 1,500-line ads will appear beginning Sept. 23. Don- 
ahue & Coe, Chicago, is the agency. 


Kleppner, Mogul Get Schenley Import Brands 

New York, Aug. 30—Schenley Industries’ new scotch and gin im- 
ports announced in June (AA, June 3) are still only partially assigned. 
Kintore scotch, originally assigned to the Schenley brand names divi- 
sion, with Batten, Barton, Durstine & Osborn as the agency, has been 
moved to the I. W. Harper-Ancient Age Distillers Co., but no new 
agency has been appointed as yet. Long John scotch and Gold Scot- 
tish, a yellow gin made in Scotland, have been assigned to Melrose 
Distillers Co. Both will be handled by the Kleppner Co. Park & Tilford 
Distillers Co. will distribute Scottish Majesty, which will be imported 
in bulk and packaged here. Emil Mogul Co. is the agency. Stallard, a 
London dry gin, has still to be assigned. 


Two Join Grant on GE International 


New York, Aug. 30—Robert Johnson, formerly with G. M. Basford 
Co., and William Stockdale, formerly with Kenyon & Eckhardt, have 
joined the New York office of Grant Advertising. Both will work as 
account executives on General Electric Co.’s international division. 


Rudofker’s Names Lefton; Other Late News 


e S. Rudofker’s Sons Inc., Philadelphia, has named Al Paul Lefton Co., 
Philadelphia, to handle advertising for its After Six formal wear, ef- 
fective with the introduction of the 1958 line. The account has been 
handled by Feigenbaum & Wermen Advertising Agency. 


e Pabst Brewing Co., Chicago, has announced it will not sponsor “Sat- 
urday Night Party,” which is scheduled to start Sept. 21 over the new 
Weaver Program Service Network if two sponsors can be found. At 
press time, no sponsors have been signed for the 90-minute tv show 
which will originate from Chicago’s Aragon Ballroom, Pabst previous- 
ly was considering sponsorship of 30 minutes of the show (AA, Aug. 
19). 


e Sidney L. Gordon has been named director of merchandising of 
Erwin, Wasey & Co., Chicago. Formerly regional manager of portable 
appliances of Westinghouse Electric Corp., he succeeds Hilliard S. Gra- 
ham, who resigned in July to join King Korn Stamp Co. as sales and 
advertising director. 


e Fizrin instant seltzer, antacid-analgesic powder introduced recently 
by Sterling Drug Inc., New York, is receiving quickened marketing 
expansion and will be in national distribution this month. Supplement- 
ing large-space advertising in the drug trade press will be tv adver- 
tising on two network shows and spots in 29 markets, plus two-color 
pages, starting fhe week of Sept. 8, in Life, Look and The Saturday 
Evening Post. Compton Advertising, New York, is the agency. 


and to let stockholders know that declaring a July 30 “rump” meet- 
Mr. Vogel’s proxy material is not | ing of anti-management directors 
the “proxy statement of manage- illegal. 
ment and is his own solicitation.” This opinion declared invalid 
Earlier this week the Vogel/all actions of that session, which 
forces won a major point when|added two Tomlinson supporters 
Collins J. Seitz, chancellor of the |to the board. The court, however, 
court, handed down an opinion |has not yet entered an order. # 
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HAL H. THURBER has been elected 
exec vp of Wade Advertising Agen- 
cy, Chicago, and named to the 
agency’s board of directors. For- 
merly with G. K. Walker Co., San 
Francisco, Mr. Thurber was man- 
aging partner of Ewell & Thurber 
Associates from 1945 to 1955. 


Masson, Geyer 
Split; J. J. Weiner 
May Get Account 


Cross-Country Move 
Ends Relationship; 
Geyer Keeps TV Show 


New York, Aug. 29—Geyer 
Advertising has resigned Paul 
Masson Vineyards—or Masson has 
dropped Geyer, depending on 
whom you talk with—because of 
a mileage difference. Geyer is in 
New York, and since last year 
Masson has been completely in 
San Francisco, 3,000 miles away. 

Geyer will continue to service 
“San Francisco Beat,” (the re- 
run film version of “Lineup”) on 
WPIX, New York, this fall, on 
which Masson will be a co-spon- 
sor. The agency says the show 
will start Sept. 30 and be on for 
13 weeks. Masson says Geyer will 
continue to handle as long as 
Masson is a co-sponsor. 

E. G. Mittelberger, advertising 
manager, told AA in San Fran- 
cisco that Masson has not named 
a new agency, but has been plac- 
ing advertising in California 
through J. J. Weiner & Associ- 
ates, Los Angeles. This may indi- 
cate that Weiner will get the na- 
tional account if Masson likes the 
regional work the agency has 
done. 


s In New York, some observers 
thought Geyer’s resignation was 


prompted by a budget cut 
(Masson bills in the $60,000- 
$100,000 range) but Mr. Mittel- 


berger said Masson’s advertising 
budget is geared to sales, that 
sales are up 24.2% over last year, 
and that the budget hasn’t been 
shaved. He added that Masson is 
building a 125,000 sq. ft. cham- 
pagne cellar in Saratoga, Cal., cap- 
able of stocking 2,000,000 bottles 
of champagne. + 


Donahue & Coe Signs Lease 

Donahue & Coe, New York, has 
signed a long-term lease agreement 
with Rockefeller Center Inc., New 
York, for nearly 56,000 sq. ft. of 
executive office space in the new 
Time & Life Bldg., now under con- 
struction. Occupancy is scheduled 
for the fall of 159. The agency 
will occupy two entire floors in the 
$70,000,000 skyscraper, almost dou- 
bling its present space. 


White Adds Screen Gem Duties 

Henry White has been named to 
the new post of director of pro- 
gram procurement for Screen 
Gems, New York, tv film subsidi- 
ary of Columbia Pictures. Mr. 
White also will continue as direc- 


tor of advertising and promotion. 
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Bertsch + 
Cooper 


...it also means 

the typographic 
service for those 
ads requiring 

special attention 


Type faces used are: 
Fortune Bold + Times Roman Italic 


‘Harper's’ Writer Sees Fee System 
of Agency Pay Replacing Commission 


(Continued from Page 3) 
Carthy, the Assn. of National Ad- 
vertisers was, within a month, 
“baying to the world its discon- 
tent with the commission system.” 


= Mr. McCarthy viewed (1) “in- 
creasing pressure” against the 
commission system, (2) a growing 
number of account shifts and (3) 
an increase in the influence of 
outside consultants on the adver- 
tising policies of major companies 
as combining to bring about a 
possible change in the traditional 
ways agencies have been doing 
business. 

He blamed television’s “enor- 
mous” cost for sparking the wrath 
of “many of the big advertisers” 
against the commission system. 
He said 52 weeks of a situation 
comedy film—a series produced 
by a packager and purchased by 
an agency for a _ client—would 
bring an agency about $250,000 
in commission. 

“It is virtually impossible to 
make an advertiser believe his 
agency has earned this money,” 


Bedell Criticizes 
Customer ‘Bribes 
by Savings, Loans 


(Continued from Page 2) 
the basic rules of advertising and 
selling should be followed in pre- 
paring the ads. 

Mr. Bedell asserted that news- 
papers are the basic medium for 
savings and loan company ads and 
advised that outdoor signs, tv and 
radio should be used as supple- 
mentary media. Ad copy should 
place more emphasis on savings 
and thrift rather that interest rates, 
he added. 


a William K. Divers, president of 
the Savings & Loan Foundation, 
Washington, D. C., told the clinic 
that the foundation has a new ad- 
vertising budget of $1,125,000— 
25% larger than the 1956-57 bud- 
get. 

He said the foundation will run 
ads in Ladies’ Home Journal—the 
first time women’s magazines have 
been used. Four-color page ads 
also will run in the near future in 
Life, Look and The Saturday 
Evening Post, he added. 

Stressing that savings and loan 
companies have a huge selling job 
ahead, Mr. Divers pointed out that 
more than 3,000,000 working 
Americans have no savings ac- 
counts. In addition, millions are 
entering the labor market each 
year for the first time who must be 
sold on savings and thrift, he said. 

He chided Mr. Bedell gently for 
criticizing an ad run by the S&LF 
recently in The Saturday Evening 
Post. “We received a very high 


Starch rating for this ad, and we 
are told that more than 1,000,000) 
persons read the ad,” he said. “Ap- 
parently the public loved it.” 


® Larger advertising budgets for 
savings and loan companies in 
1958 were recommended by Robert 
P. Perrin, manager of Advertising 
Division Inc., Chicago ad agency. 
He estimated that savings and loan 
companies will invest $65,000,000 
in advertising this year and pre-| 
dicted that they will invest $75,-| 
000,000 in 1958. 

Because of stiffer competition | 
from banks, Mr. Perrin urged that} 
savings and loan companies, among 
other things, should develop better | 
public relations programs and/| 


offer more services. # 


according to Mr. McCarthy. 

Many big advertisers want “a 
system of compensation by fees, 
rather than by commissions,” he 
said. 


® He said, “Today several large 
advertisers are pushing their 
agencies for partial rebates on 
commissions, and several agencies 
are soliciting new accounts with 
the simple selling point that they 
will do the work more cheaply.” 
Advertisers, he continued, are 
also “showing more and more in- 
terest in the agencies’ own cost 
accounting procedures and the 
figures that come out of them.” 
“... From advertiser knowledge 
of agency internal costs and to 
cost-plus or fee system of agency 
compensation is a step which can 
be negotiated with no great dif- 
ficulty by a determined adver- 
tiser and an agency really anx- 
ious to hang onto his client.” # 


Newspaper Man Aims 
to Serve Public, 


Professor Finds 


Boston, Aug. 28—Newspaper 
men like their jobs mostly because 
they entail responsibility to the 
public and the community. 

That’s the finding of Hideya Ku- 
mata, associate professor at Michi- 
gan State University, in a survey 
of non-metropolitan newspaper 
workers. Prof. Kumata reported 
the survey today to the convention 
here of National Society for the 
Study of Communication and 
Speech Assn. of America. 

He said the higher a newspaper 
man’s pay, the more responsible- 
minded he is likely to be. This, he 
added, is true of both news and 
advertising personnel. # 


Miller Leaves FC&B for ‘SEP’ 


Franklin L. Miller, formerly a vp 
of Foote, Cone & Belding, Chicago, 
and a marketing executive with the 
agency, has joined The Saturday 
Evening Post, Philadelphia, as a 
marketing expert. He will work in 
the food field, particularly with 
food chains, advertisers and agents. 
Mr. Miller will not be replaced at 
FC&B. 


Distribution Meeting Set 


The Council for Independent 
Distribution, national association 
of magazine distributors to the 
110,000 retail newsstands in the) 
U.S. and Canada, will hold its con- 
vention Sept. 16 at the Congress | 
Hotel, Chicago. CID is the only | 
avenue of periodical agate vo 
since the demise of the American 
News Co. 


Ganger Named Advertising VP 

Arthur C. Ganger has been ap- | 
pointed vp in charge of advertising | 
and sales promotion of General | 
Mower Corp., Buffalo. Mr. Ganger, | 
who has been with the company 
since 1955, formerly was advertis- 
ing and sales promotion manager. 


TILTED?—Arlene Dahl’s complaint that a horizontal shoulder-kissing 
ad (right) conveyed lust brought a retort from Judge Greenberg 
that “a man kissing a lady’s shoulder is delicate and refined.” 


Judge Rejects 
Dahl Libel Suit 


(Continued from Page 3) 
movie, “Wicked as They Come,” 
libeled here because they “falsely 
proclaimed to the public that 
she had the bad taste or poor 
judgment to permit herself to be 
photographed performing in the 
motion picture acts suggestive of 
immorality, lust and sexual pro- 
miscuity.” 


® State supreme court Justice 
Henry Clay Greenberg, in dis- 
missing Miss Dahl’s complaint as 
well as an injunction application, 
held that “only an ignorant or big- 
oted person” would assume that 
the star’s private life depicts the 
character portrayed on the screen. 
Judge Greenberg found that 
Miss Dahl “now in effect regrets 
the role she played in the picture 
and finds herself plagued by vir- 
tue of what she describes as her 
sensitive and cultured feelings.” 
But, he added, all this fails to 
make for a lawsuit. The judge 
ruled she had not been injured, 
“except perhaps in her own eyes.” 
Judge Greenberg noted that an 
original charge of “indecent ex-| 
posure” was dropped by Miss Dahl, 
when it was disclosed that in sev- 
eral of her earlier pictures, as well 
as in photographs taken to adver- 


Gilman, Nicoll Names Three 

Gilman, Nicoll & Ruthman, 
publishers’ representative, has re- 
opened its Detroit office in the 
New Center Bldg., with Arthur A. 
Murphy, a partner in the company, 
in charge. The representative also 
has appointed Thomas V. Clifford 
to its Chicago sales staff and Alan 
D. Newborn to its New York sales 
staff. Mr. Clifford formerly was 
with Diesel Publications; Mr. New- 
born previously was with the New 
York Herald Tribune. 


Mechanization Inc. Elects 
Mechanization Inc., Washington, 
publisher of Mechanization, Coal 
Utilization, Mechannual and the 
Coal Industry Purchasing Manual, 
has elected new officers. They are 
Mrs. E. R. Coombes, chairman of 
the board and treasurer; Russ 
Coombes, president, and Raymond 
Coombes, exec vp and publisher. 


tise “Wicked as They Come,” she | 
“had exposed her chest in equal or | 
greater degree.” + 


Want Information? News? 


Burrelle's will supply clippings 
from daily and weekly newspo- 
pers—national, sectional or local 
— magazines, trade-papers, 
promptly. 


phone BA 7-5371 
165 Church St., New York 7, N. Y. 


The El Paso Times 


An Independent Newspaper 
Morning and Sunday 


TWO Separate Newspapers - 33‘ Line BUYS BOTH! 


EL PASO 


is continually growing—now over 
one quarter million population, so 
are its newspapers with 92% 
family coverage in the city zone. 
Cover this growing market with 
your message in— 


El Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


EVEN IN JAPANESE IT’S: “Sell 
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INFLUENTIAL —the mass market of active influence.” 
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FREIGHT-FORWARDER 


circulation 


2,100,000 


ORGANIZATION MAN 


MINUTE MAN 


*TIME offers the biggest concentrated audience of best customers 
and influential people inthe United States today. Nevertheless, 
the New York, New Haven and Hartford exaggerates. Not all TIME 


readers get caught in the middle. 
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fA aS Pe: 


magazines 1n 
advertising revenue, 
McCall’s is first 

in percentage 

of advertising 
revenue gains!” 


* Ranking of leading national magazines by per- 
centages of advertising revenue gains for the 
first 6 months, 1957 vs. 1956: 


So | rere Tr eres |: 


S err rer on eae. 
3. Ladies’Home Journal. . 2. . 2... . . O75 
SMe se + weenie cog 
Siete... HPN 
6. Good Housekeeping. . ....... 60 
7. Better Homes & Gardens. . . 2... 24 
Reps oo st + oe Ob ee 
| er errr ree oe a 


10. Saturday Evening Post. .. ..... 9 


Based on PIB figures for the ten magazines leading in 


advertising revenue for the first 6 months of 1957. 
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CAN You 
MAKE YOUR CHILD 
Se HELPFUL? 
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reaching more than 5,000,000 families... 
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